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Abstract While it has become widespread in an international context, place branding has reached an impasse in theory and policy alike as several weaknesses have been uncovered: i) places are too complicated to be branded; ii) place brands have lacked breadth in terms of their application; iii) place brands have proved homogenous and indistinctive and; iv) the outcomes and impacts of place brands have proved difficult to measure. This project examines the proposition that the conceptualisation of place branding can be repositioned as part of a more comprehensive and rounded notion of place reputation. Adapting ideas of personal and corporate reputation, an alternative is proposed that argues that places can improve their standing by constructing and accumulating reputational capital with various audiences. The specific aims of the study are: i) to engage critically with the place branding literature and develop a new conceptual and theoretical basis for the emergent idea of place reputation; ii) to map and explain the different stakeholders involved and the way in which they shape the reputations of places and; iii) to compare the differing processes developed in the case-study cities used to form, shape and manage the reputations of cities and regions. The empirical work focuses on three in-depth case studies of second-tier cities in England: NewcastleGateshead, Hull and Bristol. This strengthens the tenuous connections made between reputation and place in the corporate and place branding literatures and transfers the idea of reputational capital to geographical entities, the thesis makes three contributions. First, place reputation and place branding are interrelated and there is a degree of complementarity between branding practices and place reputation. Second, place reputation is a relational concept and the reputations of places need to be understood in relation to particular audiences (e.g. internal, external), sector (e.g. public, private, civic) and/or domain (e.g. economy, culture). Third, the effectiveness of leadership in a city or region can be fundamental to the quality of the reputation of that specific place.  
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1 Introduction 
1.1 Why reputation matters Reykjavik and Mexico City are two of the destinations included by the well-known travel guidebook, the Rough Guide in their list of the top ten global cities to visit in 2016. Surprisingly, they are joined by Hull, an English second-tier city, somewhat isolated in East Yorkshire and previously maligned having been named as Britain’s number one ‘Crap Town’ by the arts and culture magazine The Idler at the beginning of the last decade (BBC News, 2003, The Independent, 2016). This 
landmark moment not only illustrates how a place’s reputation can change but also starts to provoke questions of how we can better understand and conceptualise the reputations of geographical entities as a whole. It is asserted here that place reputation should be considered as a credible alternative to the established place branding concept. Place branding is a technique that has been adopted by a wide range of different places, but it suffers from a fundamental inability to contend with the complicated geographical entity (Kavaratzis, 2009, Van Ham, 2008) and has led to uneven results, particularly in English second-tier cities. In addition, to Hull, two further cities – NewcastleGateshead and Bristol are analysed in terms of their reputations as part of a comparative study which embraces the use of case-studies within a national context.           This thesis investigates whether researching the reputations of cities and regions is a worthwhile task, particularly when compared to the established practices of place branding. This is timely, as place branding is reaching an impasse in terms of its conceptual and practical application. As such, it is proposed that place reputation can become a credible alternative; a broader notion incorporating a repositioned place branding perspective that retains a role that compliments the new concept. Essential to this understanding is the idea of reputational capital, an approach originally focusing on corporations and products which claims that reputations can be constructed and accumulated with several audiences, in different domains and various sectors (Jackson, 2004, Wreschniok and Klewes, 2009). Also, the thesis develops a framework that draws on some fragmented evidence from the interdisciplinary place branding, corporate and human geography literatures that aims to apply reputation to geographical entities.           Tying in with the topical nature of reputation and relating this back to Hull, in an attempt to apply the idea to places, The Independent (2016) article itself stated 
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that ‘The East Yorkshire city used to have a reputation for being the epitome of the 
‘grim north’. In stark contrast to its former reputation, Hull produces a topical 
example of how a place’s reputation can fluctuate over time. Also, this shows that place reputation is a deeply embedded construct and that it can take years to revoke longstanding, negative perceptions and that any reputational change undertaken benefits from long-term thinking (Kuss, 2009). Here, a period of controversy in local politics and a longstanding inability to fulfil its potential started to be overwritten after Hull was named the UK City of Culture for 2017 (BBC News, 2013a). Also in 2013, Newcastle City Council announced plans to completely withdraw its budget for culture, which has placed the vast cultural reputational capital accumulated over previous years under threat, highlighting the delicacy of place reputation (BBC News, 2013b). Conversely, Bristol’s reputation contrasts with both that of Hull and NewcastleGateshead due to its location in the more prosperous South West and, being much closer to London, and from not enduring the same negative effects of severe single-pillar economy job 
losses. Nonetheless, despite the city’s reputation being well received externally 
and having recently being named Europe’s green capital for 2015, internally, Bristol has experienced disharmony with the city being labelled the “Graveyard of 
Ambition” on numerous occasions (The Spectator, 2014).            This also begins to explain the relational nature of reputation, in that the 
strength of a place’s reputation and any perception developed of it is entirely dependent on the who perceives it alongside which domain and sector this concerns. Here, the study focuses on three domains interrelated of reputation – culture-led regeneration, governance and inward investment. By identifying these domains some more precise strands of analysis for the broad notion of reputation have been established. Consequently, this adds further weight to an exploration of the reputations of cities and regions which have yet to be fully understood theoretically or in geographical or policy terms (Kuss, 2009, Heebels, 2013). Overall, this project explores whether place reputation can become a credible alternative to the established place branding concept and looks to better understand the degree of interrelation between the two ideas assisted by the notion of reputational capital.    
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1.1.1 The limitations of place branding Notwithstanding the fact that place branding has been at the forefront of the minds of stakeholders in cities and regions for around the last twenty years, its application is beginning to fade. While, there is still an emphasis on place branding in academia and the notion does have some uses in policy, this project centres on some embryonic evidence that suggests that we should now move towards interpreting reputations (Anholt, 2006, Kuss, 2009, Go and Govers, 2011). 
Originating from Anholt’s (1998) tentative documentation of a transition occurring from a relatively minor place marketing idea largely undertaken by civic bodies into a more professionalised concept, this coincided with the rise of branding activities implemented by nations. Accordingly, this acted as a prompt for place branding to be applied at various scales, and many examples appeared in the early 2000s (Van Ham, 2008). This has been defined by Ashworth and Kavartzis 
(2007:521) as ‘the practice of applying brand strategy and other marketing techniques and disciplines to the economic, political and cultural development of 
cities, regions and countries’. This is one of the multiple definitions that have struggled to capture the precise essence of a concept that has not yet been fully understood.            Nonetheless, after years of application with varying success, place branding has started to lose momentum. The most prominent criticism is that the practices typically designed for corporations and products have been unable to cope with the more intricate geographical entity (Anholt, 2010a). In turn, a lack of breadth (Ashworth and Kavaratzis, 2007), its homogenous and indistinctive nature (Turok, 2009), alongside a difficulty in measuring its outcomes and impacts (Zenker, 2011) could add further weight to argument that place branding may require greater critical reflection. Moreover, heightened by the worldwide recession towards the end of the 21st century’s first decade and austerity measures imposed in the UK shortly thereafter, significantly fewer resources are available for stakeholders to pursue branding activities. A loss of credibility between stakeholders and customers involved with corporations and products following a period of brand dominance (Fisher-Buttinger and Vallaster, 2011) could also be applied to stakeholders and the various audiences involved in place. As a result, there is some potential in focusing on the reputations of geographical entities, and an increasing 
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prominence of this in theory and policy alike signals a greater need to consider how this operates in relation to, and is manifest in, cities and regions.            Although geographers do make important contributions to the place branding literature (Medway and Warnaby, 2014, Pasquinelli, 2013. Pike, 2009, 2011, Turok, 2009), its fragmented nature has typically become dominated by business and marketing scholars alongside several other disciplines including sociology and planning. While more recent efforts have started to appear in geographical journals, such as Kavaratzis and Kalandides (2015), none of these attempts have gone far enough in establishing a geographical basis for furthering this with an understanding of the reputations of cities and regions. In turn, this amalgam of different perspectives has resulted in place branding lacking a clear academic grounding and is thus unsuitable to be pursued from a specific theoretical 
viewpoint due to being a ‘chaotic conception’ (Sayer, 2010). This can provide some foundations to be conceptually reinforced by human geography literature which 
understands place (Cresswell, 2004). In this regard, Turok’s (2009) work, where he positions place branding in a wider context of mechanisms designed to make cities appear more distinctive in a global environment is cited as a key influence for this project. However, this can only be advanced with the assistance of some clear aims and research questions which each seek to explore a different aspect of the reputations of places. This stance is further strengthened by an analysis of the relational and territorial debate in economic geography, which not only helps to position my work in the interdisciplinary notions of branding and reputation but also in more precise geographical terms as well (Bulkeley, 2005, Hudson, 2007). Asserting that this research is being tackled from more of a relational perspective ensures that the notion of place reputation is clearly being approached from an urban and economic geographical viewpoint within human geography. Moreover, it is combined with the idea of reputational capital which has connections with 
Pierre Bourdieu’s (1986) Forms of Capital; this reinforces the project’s credentials within the wider social sciences too and adds some theory to a cohesive geographical attempt at a disparate interdisciplinary notion. When measured against the shortcomings of place branding, this presents a rationale for the project. As such, some of these fragmented, yet encouraging attempts at applying reputation to cities and regions could be furthered with human geography work 
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that seeks to conceptualise place as a credible alternative to the established place branding concept.   
1.1.2 Why reputation?  Referring back to The Independent (2016) article, the presence of Hull alongside more major capitals in the Rough Guides top ten global cities to visit begins to signify that more attention may start to be devoted to some lesser-heralded geographical entities. There is now a greater need to understand how the reputations of some smaller cities, both in terms of eminence and population, are formed, managed and shaped over time. An elite global city such as London or Tokyo may find that place branding does have an effect through their already well-established reputation. The uneven success of these practices and the challenges faced by smaller and less fashionable places may provide a more fruitful avenue to explore during this study when conceptually reinforced by a greater geographical understanding and by embracing the notion of reputational capital.            The identification of corporate reputation and subsequently place reputation attempts to exploit some of the shortcomings of place branding. Primarily, this is more sympathetic to the intricacy of place, constitutes a more comprehensive strategy and compensates for the often homogenous nature of place branding alongside demonstrating some measurability. As Klewes and Wreschniok (2009:3) 
state, ‘reputation can best be understood as the sum of the expectations that the public places on the future behaviour of an agent or institution based on the 
public’s direct or indirect experiences’. This concept is underpinned by an 
organisation’s ability to demonstrate higher levels of trust (Ind and Schultz, 2010) and communication (Thißen, 2009) over a long-term period. A key part of this is the notion of reputational capital which proposes that companies can gradually accumulate and then mobilise their intangible assets over time to improve their reputation with various audiences (Jackson, 2004, Klewes and Wreschniok, 2009). Linking this idea with those discussed in Pierre Bourdieu’s (1986) Forms of 
Capital, this project argues that this concept can be applied to places who can also harness reputational capital to enhance their standing; however, this can only be understood relationally. As such, cities and regions can only build reputational capital with a certain audience such as residents, students, tourists or investors and in different domains including culture, governance and inward investment and 
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various public, private and civic sectors in order to improve their reputations. A 
good example of this is how NewcastleGateshead’s cultural reputational capital was questioned in 2013 when Newcastle City Council threatened to completely revoke their budget for culture (BBC News, 2013b). Therefore, by utilising the idea of reputational capital as an important concept for the study and by approaching this interdisciplinary and embryonic subject by utilising some essential geographical literature when assisted by the notion of reputational capital, this may help to address some gaps identified in the literature.    
1.1.3 Aims, objectives and research questions In order to exploit gaps identified in the literature there is also a need to develop an overriding aim supported by some research questions to assure that this study maintains a clear and coherent focus throughout its execution. Additionally, to sufficiently conceptualise the idea of place reputation there is a requirement for research questions that challenge the interdisciplinary notions of place branding and corporate reputation from a geographical viewpoint. The overall aim of the study is to understand and explain the idea of place reputation and investigate 
whether this could become a credible alternative to the established place brand. Moreover, the project recommends that, instead of overlooking branding activities altogether, the two concepts should instead be viewed as interrelated and can act as complimentary to one another. Key to this understanding is the idea of reputational capital and it is asserted that this elusive notion can be constructed and accumulated with several audiences, different domains and various sectors by stakeholders involved in geographical entities. This overall aim is also supported by three research questions to be examined in the cases of NewcastleGateshead, Hull and Bristol:            The first of these considers How can a critical understanding of place branding 
help us to develop a new conceptual and theoretical basis for the emergent idea of 
place reputation? This question regards identifying some of place branding’s shortcomings as a point of departure for the research and begins to establish a rationale for starting to move beyond the incumbent concept. Furthermore, this may help to identify some gaps in the literature, particularly a lack of a geographical conceptualisation of the reputations of places that will be aided by 
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the creation of a human geography framework outlined at the beginning of the literature review. In an attempt to explore gaps in the literature, this is addressed by the idea of reputation, a theory usually applied to corporations and products but not as of yet fully analysed in relation to cities and regions. Taken from this, the notion of reputational capital can be harnessed as a significant part of the thesis in proposing that cities and regions can construct and form this value with different audiences and in selected domains and sectors. When combined with the geographical understanding taken this demonstrates the potential to become a credible alternative to the fragmented notion of place branding that has reached a crossroads in terms of its development.             The second research question concerns How can we map and explain the 
different stakeholder and institutional involvement and the way in which this helps to 
shape and change the reputations of places? Here, I focus on trying to establish who the key stakeholders and institutions are involved when instigating reputational change in a specific place. This is achieved by mapping those stakeholders who are perceived to take a prominent role both internally and externally in broad social, economic, political and cultural categories within geographical entities. However, it is important to acknowledge that this is unlikely to be so distinct and stakeholders and institutions that function within a place can overlap and interrelate in various ways. As a result, trying to discern who the key stakeholders and institutions are and what they do to shape and change the reputations of cities and regions is not a straightforward task and any investigation of this needs to be sympathetic to the complexity of place.          The third research question examines How and why do the case-study cities 
attempt to form, manage and shape the notion of place reputation? This analyses some interventions undertaken in English second-cities that may assist reputational change. Building on the previous question, this focuses more on the processes exhibited by stakeholders and institutions in geographical entities to try and engineer reputational change rather than the stakeholders and institutions themselves. A wide range of mechanisms can be demonstrated by those involved in place to try and enhance their reputations. While place branding is an example of this, its limited and somewhat uneven track record across various geographical scales leaves it open to question; however it could still be effective as an interrelated and complimentary notion when it occurs in the right city at an 
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appropriate time. In this project, it is fundamental to concentrate on selected domains of activity to achieve a precise focus on how the broad notion of reputation can be shaped and changed. In addition, the domains chosen – culture-led regeneration, governance and inward investment (which are explored in greater detail in the next part of the introduction) - are focused on to form a key part of this research question. Overall, the creation of an overarching aim which is supported by three distinct research questions can help to further a geographical rationale for understanding the reputations of cities and regions which will be investigated throughout the duration of the project.     
1.1.4 Exploring place reputation: candidate domains of analysis Place reputation is a broad notion constructed from a wide variety of domains that may be of greater relevance in one location over another. Moreover, it is 
challenging to interpret a place’s overall reputation and by selecting some domains in which to precisely target for analysis may produce a more fruitful investigation of place reputation. The domains identified should reflect the distinctive qualities of the particular cities and regions chosen as part of a comparative approach. For NewcastleGateshead, Hull and Bristol, I could have selected from various domains with some options overlooked; two, which I did not include, were sustainability and retail. For sustainability, with Bristol being the 2015 European Green Capital, Newcastle being named at the top of the Sustainable Cities Index in 2010 (BBC 
News, 2010) alongside Hull developing a reputation for inward investment in the green economy, there could have been potential to use this domain for the project. Also, for retail, there are large shopping centres in NewcastleGateshead and a new shopping centre in Bristol. Alongside the increasing prominence of Business 
Improvement Districts’ (BIDs) in all three cities, this underlines the credentials of retail as a possible domain for the study. However, these domains were not selected for this project as they were not evident in enough detail across the three case-study cities as much as those selected – culture-led regeneration, governance and inward investment. These chosen domains can help to achieve a consistent and a thorough understanding of some of the processes used to shape and change the reputations of NewcastleGateshead, Hull and Bristol. 
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          Culture-led regeneration is selected as a domain of place reputation to be studied here as it has played a significant role in transforming the fortunes of English cities and regions over the past twenty years (Evans and Shaw, 2004). Viewed as being a significant part of a strategy to instigate reputational change, within this context it can be understood as the process of developing infrastructure and hosting cultural events to help to enhance perceptions and gradually reputations too. Culture-led regeneration has been demonstrated by NewcastleGateshead, Hull and Bristol at different periods in their history. First, NewcastleGateshead gained international recognition for the manner that it positioned culture at the heart of attempts to transform both Newcastle and Gateshead sides of the River Tyne in the late 1990s and early 2000s (NewcastleGateshead Initiative, 2009). Second, Bristol has also experienced a rejuvenation of its waterfront by utilising cultural practices, albeit in a longer-term fashion such as the opening of the Arnolfini art gallery in the 1970s (Bassett et al. 2002). Third, culture-led regeneration has been a more recent occurrence in Hull, with the city being named the UK City of Culture for 2017 in late 2013 and seeking to build on its cultural offer as a catalyst for wider reputational change.            Governance processes are the second domain analysed with the contrasting arrangements present in NewcastleGateshead, Hull and Bristol constitutes a relevant topic to compare the three cities in terms of their reputations. This is important because the way that a place is governed at both local and regional levels can have an uneven impact on the reputation of a geographical entity. First, NewcastleGateshead’s governance arrangements consist of two separate local authorities cooperating through a partnership and the NewcastleGateshead Initiative (NGI) for destination marketing. At a regional scale the area was previously under the jurisdiction of One North East, a Regional Development Agency (RDA) that fitted a well-defined geographical area that has since been replaced by the more ambiguous North East Local Enterprise Partnership (LEP). Second, in 2012, Bristol was the only English city to vote in favour of an having an elected mayor and independent candidate George Ferguson was unveiled later that 
year having previously been influential in the city’s regeneration. Regionally, Bristol was formerly part of the South West RDA, a Regional Development Agency that accounted for an unnaturally defined geographical area. This has now been replaced by the West of England LEP, more concentrated around Bristol and 
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neighbouring Bath. Third, Hull possesses the most conventional governance arrangements of the three case-study cities, being solely presided over by Hull City Council. However, having been peripheral within a vast Regional Development Agency, Hull probably has more in common with Bristol than NewcastleGateshead. At a sub-regional scale the city is now overseen by the Humber LEP that is more constricted around Hull unlike Yorkshire Forward which focused more on the larger urban centres of Leeds and Sheffield.            Inward investment provides the third domain for analysis with the contrasting patterns of activity in NewcastleGateshead, Hull and Bristol tying into their respective reputations. This is an important part of place reputation as the way that inward investment is managed can affect the likelihood of an English second-tier city attracting multinational corporations. A place with a more positive reputation may find it easier to draw human capital and students alongside new firms; compared to another with a more negative reputation that has to work harder to attract exogenous resources. First, NewcastleGateshead’s inward investment activities are centred around three areas – creative and digital, science and health, and offshore and marine, new sectors linking in with the cumulative 
strength of the city’s two universities (NewcastleGateshead Initiative, 2014). Second, Bristol, divides its inward investment strategy into five sectors – creativity, environmental technologies, microelectronics, aerospace engineering and financial services. Compared to NewcastleGateshead and Hull, Bristol may have less difficulty in enticing inward investment due to its proximity to London and 
possessing a more diversified economy that didn’t suffer the same after effects of deindustrialisation (Bristol + Bath, 2014). Third, Hull specialises in ports and logistics, renewable energy and chemicals (Hull Bondholders, 2014). Recent 
inward investment activity has focused around the ‘Energy Estuary’ on the Humber and an expertise in renewable energy underlined by Siemens recent £160 million investment to manufacture offshore wind turbines (BBC News, 2014a). Overall, the choice of domains here are capable of bringing a more precise focus to a study of the reputations of NewcastleGateshead, Hull and Bristol and will make a valuable contribution to furthering an understanding of place reputation.    
11 
 
1.2 The research subjects and methods The research subjects chosen are English second-tier cities, with an investigation of NewcastleGateshead, Hull and Bristol in terms of their reputations (Flyvbjerg, 2006). This project focuses purely on an English context avoiding complications between devolved entities in Northern Ireland, Scotland and Wales. In turn, an international comparison is not made as the nuances between different countries and the tentative nature of the yet to be explored notion of reputation makes it difficult to be applied elsewhere until tested in a familiar setting. Here, I understand second-tier cities as English cities with a population of in between 250,000 and 450,000 people. I have chosen to focus on these cities in particular as cumulatively they make a large contribution to the national economy, however, are often overlooked in favour of London, Manchester and Birmingham (Parkinson et al. 2012). As such, they are important geographical entities, are often regional capitals and can develop reputations in both national and international contexts that can outweigh efforts of cities that are much larger, such as the example of NewcastleGateshead and culture. NewcastleGateshead, Hull and Bristol are the three cities that I have chosen to focus on here, located in the North East of England, Yorkshire and Humber and the South West of England respectively as depicted in figure 1.1. These have been selected through a robust case-study selection process documented in section 3.3.      
1.3 Structure of the thesis The remaining thesis comprises eight chapters. The first of these, chapter 2 entitled Beyond place branding concerns the literature review of the study. This reveals the academic context and identifies some gaps that are to be explored here. This chapter starts with Introducing place (section 2.1), which considers some human geography literature that seeks to understand place and attempts to explore whether this work can better equip an investigation of the reputations of cities and regions. Attempting to develop a conceptual rationale, the relational and territorial debate in economic geography is also explored to achieve a more precise focus on the perspective that the concepts of place branding and reputation will be 
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approached from here. Section 2.2 centres on place branding; this starts by introducing the notion, its origins in neoliberal work, reviewing its many definitions and detailing a more recent transition towards bottom-up place branding. This section then adopts a more critical approach towards place branding and a fourfold critique of the practice is developed. This argues that places are too complicated to be branded, place brands have lacked breadth in terms of their application, place brands have proved homogenous and indistinctive, and that the outcomes and impacts of place branding have become difficult to measure. Reputation is the topic of focus in section 2.3 which starts with an explanation of an alternative to place branding, the corporate notion of reputation. This involves some definitions; the theme of reputational capital, a key concept for the project, alongside the idea of reputational risk which explores how exhibiting greater credibility and transparency are important principles of developing corporate reputation. The chapter then considers how fields of human geography, interdisciplinary place branding and corporate literatures have been unable to effectively translate the idea of corporate reputation to geographical entities. This reviews some embryonic approaches from all three fields (section 2.4). Section 2.5 entitled Constituent elements reveals some of the proposed aspects of the concept: soft power, place shaping and more community-oriented place branding, reduced and repositioned as part of a broader strategy. The final section (2.6) of the literature review centres on the framework itself, defining place reputation and analysing how reputational capital can be applied to cities and regions. This also looks at its tangible and intangible dimensions, how this can better cope with the complicated geographical entity and considers whether more trustworthy behaviour is linked to a stronger reputation.            Chapter 3 is the study’s methodology and charts the overall approach that the project takes alongside research challenges and requirements that the methodology must fulfil. This outlines some of the difficulties that could be presented by a comparative approach and details how an intensive form of research will be conducted here. The start of the methodology also advocates for the suitability of adopting a largely qualitative approach. It is argued that quantitative research would not benefit an analysis of the branding practices and reputations of geographical entities and also emphasises the value that case studies can add to the research. Section 3.2 reveals the choice of methods; this 
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evaluates the strengths and weaknesses of using semi-structured interviews to question local and regional stakeholders, some of whom may be considered elites, 
on the topic of place reputation. This justifies the approach’s flexibility and suitability for geographical research while reflecting on some potential shortcomings including the possibility of being overruled by an elite participant. The next section (3.3) documents the Case-study selection process. This chronicles how Hull and Bristol have been selected for comparison with NewcastleGateshead, reveals the variables used to decide this alongside a justification and explanation of this choice. The case-study selection process involves comparing Hull, Bristol and five other English second-tier cities with census data for NewcastleGateshead across six different variables with the respective best and worst performing cities to be taken forward for comparison. The Research design is outlined in section 3.4; 
this illustrates the project’s research strategy and explains how place reputation has been narrowed down to focus on aspects of culture-led regeneration, governance and inward investment to achieve a more precise focus of a broad subject area.                 Chapter 4 is the first of five findings chapters and focuses on results surrounding the topic of reputation and its relation to geographical entities. Section 4.1 is entitled Reputation and place and begins by introducing some of the key facets of reputation and place, including perceptions, its deeply embedded nature, place personality and the impact of performance on reputation. The chapter then moves towards an analytical framework (figure 4.2) that shows how 
the elements of a place’s reputation can be understood and then followed by a discussion of the internal and external dimensions of place reputation (section 4.2). I then proceed to section 4.2 that centres on investigating reputations. This begins with Understanding varying reputations which asserts that a place’s reputation cannot be viewed as straightforwardly as good or bad, before moving on to examine the possibility of measuring place reputation. Section 4.4 concentrates on three key institutions involved in reputation management and argues that a city council, university and Premier League football club can all play a key role in trying to transform reputations. Section 4.5 regards the topic of 
Changing reputations and starts by focusing on shaping place reputation. This suggests that any attempt at reputational change should be long-term before moving on to a debate on tangible and intangible reputational change alongside 
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looking into the influence of key individuals in assembling reputational capital. The chapter then moves towards Place reputation and the media (section 4.6) and assesses the evolving role of the media; social media and how these affect place reputation, before exploring the influence of the local newspaper in reputation management.           Place branding is the focus for the second findings chapter, chapter 5. This commences with section 5.1 that concentrates on three of the respective benefits and shortcomings of the place brand. The three benefits of place branding are identified; that it can be easily understood, it encourages collective thinking, and it can potentially be rewarding. Its shortcomings are that place brands are not usually grounded in reality, place brands are too expensive for what they are, and they tend to be a short-term strategy. The chapter’s second section (5.2) starts to move more towards place reputation. This suggests that place branding can adopt a readjusted role as part of a reputation management strategy, that any branding retained should be based on reality and that it may be more effective when founded on a common message between stakeholders.            Chapter 6 centres on culture-led regeneration and its relation to place reputation. The first section (6.1) examines this link, opening with an exploration of the possible overuse of cultural practices in seeking to build reputational capital. This is followed by an evaluation of the weight of culture, in an overall 
regeneration strategy that is designed to improve a place’s standing. Culture-led 
regeneration, policy change and reputation (6.2) investigates the effect that decreased money available to instigate cultural practices has on the reputations of English second-tier cities. This starts by scrutinising the impact of austerity on the amounts of cultural reputational capital accumulated in previous years by cities and regions. The second part of this section concerns the changing purpose of culture-led regeneration and the reputational consequences.            Chapter 7 looks into the relationship between governance and place reputation. Section 7.1 is entitled Governance and reputation and analyses whether better governance arrangements can be a precursor to a more positive reputation. Following this is a consideration of the significance of leadership when trying to accumulate reputational capital for governance, and an evaluation of the impact of increased collaboration on place reputation. The second section, 7.2, is presented 
in a similar vein to 6.2 and contemplates how governance and reputation’s 
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relationship has changed following the installation of a new government in 2010. Split into three parts, this details the reputational implications of moving from Regional Development Agencies (RDAs) to Local Enterprise Partnerships (LEPs), the effect of local government austerity, and an increasing emphasis on devolution. Chapter 8 is on the topic of Inward investment and begins with section 8.1 entitled 
Inward investment and reputation. Separated into two parts, this begins by studying the relationship between inward investment and an external reputation with multinational corporations. It then moves on to understand the compatibility of reputation with other factors associated with greater levels of inward investment. Section 8.2, Reputation: attracting and retaining workers and students 
begins by reflecting on how a place’s reputation influences levels of human capital based on quality of life. This then proceeds to focus on students, particularly how perceptions of a place can influence their levels of reputational capital to attract and retain the best available students.            Chapter 9 is the conclusion chapter and commences with The ‘Northern 
Powerhouse’ and continuing place brand cynicism (section 9.1). Section 9.2 summarises the findings of the thesis and documents what each of the findings chapters brings to the study. Section 9.3 regards the conceptual and theoretical contributions of the thesis. Three contributions – place branding and place reputation are interrelated, place reputation is a relational perspective and the relationship between leadership and reputation are detailed here. The conclusion chapter ends with section 9.4 that reflects on the possible limitations of the study and proposes some future directions for research in light of this. 
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Figure 1.1 – A map of NewcastleGateshead, Hull and Bristol’s location within 
England  
 
Source – World Atlas (2015) 
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2 Beyond Place Branding 
2.1 Introducing Place 
This chapter introduces the study’s academic context, explaining the idea of place reputation and investigating whether it could become a credible alternative to place branding. From this, the research recommends that place branding should be repositioned as part of the more comprehensive notion of place reputation. Further, it suggests that cities and regions can accumulate the intangible notion of reputational capital to improve their image. Split into six parts, the first part (2.1) begins by outlining the understanding of place adopted here. The relational and territorial debate in economic geography is detailed, followed by a section linking this to place branding. The second part (2.2) focuses on place branding, acting as a point of departure for the research. Beginning with a presentation of place 
branding’s origins, definitions and key characteristics; this also considers the 
concept’s increasingly bottom-up nature. This is followed by a critique of place branding which identifies four clear deficiencies of the concept. Based on this critique, I will begin to document a transition from place branding to place reputation. The third part (2.3) centres on reputation and starts with a section which introduces corporate reputation. The emergence of corporate reputation, some definitions and important themes - reputational capital and reputational risk are presented. The fourth part (2.4) presents the evidence for transferring corporate reputation to geographical entities and examines efforts from the interdisciplinary place branding and corporate literatures. The fifth part (2.5) explores the constituent elements of place reputation. This introduces theories of soft power, place shaping and a reduced place branding element, repositioned as part of place reputation. Finally the sixth part (2.6) unveils a place reputation framework. This begins by creating a definition for this notion and goes on to argue that this can better cope with the intricate place and justifies the role of trust in forming reputational capital for geographical entities.   
2.1.1 Conceptualising place This section attempts to explain the meaning of place to establish a suitable framework to support the creation of place reputation from a geographical perspective. Exploring accounts of place from a more general human geography 
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viewpoint, this begins by investigating how this work can contribute to the proposed research (Cresswell, 2004). The relational and territorial debate in economic geography is then examined, indicating that the research will be tackled from a more precise urban and economic geography perspective (Bulkeley, 2005, Hudson, 2007). This section ends by detailing the understanding of place adopted here and explaining how this relates to place branding and reputation (Pike, 2009).            Place is a fundamental object of study in human geography and it is important to establish what is precisely meant by this at the outset of the research. Cresswell 
(2004:12) argues that ‘it has been one of the central tasks of human geography to 
make sense of it’. Therefore, it will be argued that place and human geography are inseparable and it is difficult to investigate place without a grounded geographical understanding. This is particularly important when approaching an interdisciplinary notion such as place branding as it will need to be clear that this topic is being tackled from a distinct human geography perspective. In turn, because place branding has been covered from a plethora of different angles and the proposed place reputation concept has roots in the corporate literature, it is significant that it is clear this is being approached from urban and economic geography. Emerging from the fact that place branding is what Sayer (2010) 
defines as a ‘chaotic conception’; the notion is unsuitable to be tackled from a specific theoretical perspective. Consequently, it is important when developing an alternative in place reputation that some core geographical literature is utilised to create a conceptual framework that addresses the weaknesses discovered in place branding.            The research adopts the understanding that place can be viewed as a fluid and dynamic geographical entity. This is supported by Cresswell (2004), who offers a comprehensive overview of place influenced by the work of Yi-Fu Tuan (1977).  It is important to define precisely what is meant by place at the beginning 
of this project. Cresswell (2004:12) defines this as ‘place at a basic level, is space 
invested with meaning in the context of power’. His interpretation of the notion signifies that a sense of place is the result of the strength of emotional ties produced when attached to a certain geographical entity. This work also reaffirms the importance of power relations and that the way that they are expressed can shape and change a specific city or region. Place is also understood as a flexible 
geographical concept and Cresswell (2004:40) declares that ‘place as an event is 
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marked by openness and change rather than boundedness and permanence’. Accordingly, this understanding views place as a fluid geographical entity and rejects claims that cities and regions are overly restricted by boundaries, a similar understanding to the relational perspective in economic geography. Amin (2004:34) introduces a relational approach as ‘seen in this way, cities and regions come with no automatic promise of territorial or systemic integrity, since they are made through the spatiality of flow, juxtaposition, porosity and relational 
connectivity’. This interprets place as an unbounded and active geographical entity which is permeable and influenced by external pressures such as globalisation. Contrasting this is a territorial understanding of place which views geographical entities as being more rigid and defined by clear boundaries (Jonas, 2012). Traditionally, these concepts are interpreted as being divergent, however this project suggests this is not the case and they can be utilised together to produce a balanced comprehension of cities and regions.           Another idea associated with an understanding of place is time-space compression. Harvey (1996) argues that places have become products of the obstacle of distance which has become reduced by technological advances and 
globalisation. Harvey (1996:294) describes place as ‘internally heterogeneous, 
dynamic configurations of relative “permanencies” within the overall spatio-temporal dynamics of socio-ecological processes’. This comprehends place as a fluid entity influenced by external forces which can be exhibited by geographical entities to shape processes of globalisation. Harvey’s (1996) book also links in with early accounts of place marketing and he makes an explicit reference to how cities and regions can sell themselves intensified by a managerial to entrepreneurial shift in governance. Cresswell (2004:58) declares when referring to Harvey’s 
(1996) work that ‘the permanence of place and the mobility of capital are always in tension and places are constantly having to adapt to conditions beyond their boundaries. Places compete to get a share of the mobile capital – encouraging 
companies to invest in their particular form of fixity’. Accordingly, these perspectives could be useful when developing a conceptual framework as links have already been made to the place marketing literature which eventually became place branding.            This strikes similarities with Massey (1997) who explains the increasing impact of globalisation on the local geographical entity towards the 20th century’s 
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conclusion. Massey’s (1997:322) account of place is introduced as ‘what gives place its specificity is not some long internalised history but the fact it is constructed out of a particular constellation of social relations, meeting and 
weaving together at a particular locus’. As such, this views place as a fluid entity and gains its distinction not from its history but as a result of actively reinventing itself which is helping to shape and create a unique identity. This viewpoint also believes that places should not be restricted by clear-cut boundaries and can be interpreted as adjustable geographical entities. She argues (1997:322) that 
‘instead, then, of thinking of places as areas with boundaries around, they can be imagined as articulated movements in networks of social relations and 
understandings’. Thus, place should not be viewed as a rigid and motionless idea but can instead be susceptible to change and understood as an active construct influenced by forces of globalisation. The importance of this work is reaffirmed by Cresswell (2004:53) who claims that ‘Doreen Massey’s paper ‘A Global Sense of 
Place’ has been widely cited as a plea for a new conceptualisation of place as open and hybrid – a product of interconnecting flows – of routes rather than roots’. These progressive understandings of place (Harvey, 1996, Massey, 1997, Cresswell, 2004) could prove useful when developing a conceptual framework for the study as they all believe that place is a fluid idea imbued with contestations of power.             One of the recent debates in economic geography is whether to adopt a relational or territorial approach to conceptualising cities and regions. A relational understanding views place as open and unbounded, influenced by globalisation and social processes which help to create its distinctive identity. Alternatively a territorial approach views cities and regions as closed, more grounded and demonstrating tendencies which are confined to that specific geographical entity. The differences between the two approaches are summarised by Jonas (2012:263) as ‘those notions of place and region that refer to bounded spatial units – the so-called territorial viewpoint – are being challenged and in some instances usurped, by concepts which draw attention to interspatial relations, flows and networks – the so-called relational viewpoint’. However, the terms ‘relational’ and ‘territorial’ are not as divided as they initially appear and it is possible for a conceptualisation of place to recognise and accept elements of both approaches. Additionally, it is feasible for an understanding to view places through a flexible, relational 
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understanding, however, simultaneously retaining a degree of structure more associated with a territorial viewpoint. Hudson (2007:1151) outlines that ‘rather than take an either/or perspective on these dichotomies, therefore, it is argued 
that these must be seen from a both/and perspective’. This offers a balanced account of relational and territorial approaches to place and demonstrates that aspects of both perspectives can be acknowledged when developing an analytical framework. A similarly progressive stance is demonstrated by Bulkeley 
(2005:888) who argues that ‘a recognition that scalar boundaries are fluid and contested, and that networks are bounded too, may provide the basis for further 
constructive dialogue’. These sources show that relational and territorial approaches are not as divergent as initially thought and advocates of both perspectives can recognise that a relational understanding of place can benefit from some aspects of a territorial approach and vice versa.            However, a largely relational perspective is adopted here and place will be viewed as a flexible geographical entity influenced by global processes and largely unrestricted by boundaries. Therefore, cities which are being investigated in this research are understood as adjustable in the wider context of overlapping with other cities and wider regions. Yeung (2005:48) expands this viewpoint by 
declaring that ‘a relational approach to regional development seeks to identify the complex relational geometry comprising local and non-local actors, tangible and intangible assets, formal and informal institutional structures, and their interactive 
power relations’. Similarly, Pike (2007:1144) believes that ‘regions are seen as 
open, porous and ‘unbounded’. This interprets place as the total sum of the actors involved, its assets and characteristics, and views this in relation to globalisation and external, regional, national and international processes associated with that city or region. The relational perspective also connects with Massey’s (1997) 
understanding of place. Amin (2004:34) states that ‘within geography, Doreen Massey and her colleagues at the Open University have been formative in developing a relational sense of place and space supported by a rich vein of 
philosophical enquiry’. Based on this understanding, this project considers place as 
‘relational’ and uses this understanding with other approaches in human geography in order to develop a conceptual framework for cities and regions. Nonetheless, the territorial understanding of place is not completely overlooked and the research also argues that cities and regions can maintain a degree of 
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structure and may still be considered as being bounded to an extent (Bulkeley, 2005).           In light of this an understanding can be established which attempts to conceptualise place for this research. Place can be defined as an unbounded notion influenced by external pressures, this project applies this understanding of geographical entities to develop a critical account of place branding and propose an alternative in the shape of place reputation. In turn, Bulkeley (2005) and 
Hudson’s (2007) interpretation will be adopted asserting that both perspectives can work together to develop a conceptual framework for place reputation. This is similar in outlook to Pike (2009) who discusses the implications of applying the relational and territorial debate to place branding. Pike (2009:634) comments that 
‘polarised views that contrast either territorial or relational notions of space and place are poorly equipped to consider the often complex and overlapping ways in which tensions are evident in the entangled geographies of brands and branding’. In turn, this recognises Warnaby and Medway’s (2013:358) assertion that a ‘social 
constructionist and phenomenological dimensions of place’ in the vein of Cresswell (2004) could be drawn upon in the place branding literature. The study aims to replicate this and demonstrates that it would be unsuitable to approach place branding and reputation from a distinct relational or territorial perspective. This is because places can demonstrate characteristics of both viewpoints and be considered both bounded to an extent and, nonetheless, not restricted by this but can also be viewed as open and porous, however still maintaining a degree of structure. On this reading, it is inappropriate to view relational and territorial approaches as dichotomous and this study, despite taking a mainly relational understanding, acknowledges and respects a territorial approach to produce a balanced conceptual framework. In addition, this chimes with Cresswell’s (2004) conceptualisation of place as a fluid and dynamic construct that can be moulded by external influences such as globalisation. The next section focuses on place branding which firstly introduces the concept, presents some definitions and some key themes. This is followed by a presentation of a critique of place branding which is later addressed by corporate reputation and refers back to this conceptual understanding in the creation of a place reputation framework in part six.   
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2.2 Place Branding This part introduces the concept of place branding and explains how it has become an important practice for local, regional and national governments alike. Place branding has garnered much attention over the last fifteen to twenty years as various places have begun to implement branding practices from the commercial sector. Many cities, regions and countries have invested vast resources in creating brands to attract greater investment and recognition. This section is split into two separate strands. The first strand (section 2.2.1) considers the origins, definitions and transitions of the place branding concept and is split into three parts. The first part presents the origins of place branding and outlines how this evolved from the 1980s idea of place marketing into the contemporary place brand (Harvey, 1989). The second part investigates the difficulty in establishing a precise definition and the key elements of a place branding campaign (Anholt, 2010a). The third part explains how some place branding initiatives are beginning to emerge which possess more community driven governance arrangements (Ind and Dokk Holm, 2012). The second strand (section 2.2.2) concentrates on a critique of place branding. This presents four of the most obvious flaws of place branding. First, this explains why places are too complicated to be branded (Kavaratzis, 2009, Van Ham, 2008). Second, this investigates how place brands have proved incomprehensive (Trueman et al. 2007, Ashworth and Kavaratzis, 2007). Third, the homogenous and often non-distinctive nature of place brands shall be detailed (Turok, 2009, Anholt, 2010c). Fourth, the difficulty of measuring the effectiveness of place brands shall be assessed (Zenker, 2011, Go and Govers, 2012). This section concludes with an examination of the transition occurring from place branding to reputation management.   
2.2.1 Place branding: origins, definitions and transitions Despite being a relatively recent idea, place branding has existed in various forms for over a century and the idea of places using promotional activities to gain greater investment and recognition is nothing new. In fact, it has been done since the nineteenth century and was originally used to attract visitors to seaside resorts which had grown in popularity and became increasingly competitive due to the arrival of the railways (Ward, 1998). Kavaratzis and Ashworth (2005:506) 
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introduce this as ‘the conscious attempt of governments to shape a specifically-designed place identity and promote it to identified markets, whether external or 
internal is almost as old as civic government itself’. However, an academic understanding of place marketing did not emerge until the 1980s when a shift in the economic landscape began and cities progressed towards a more entrepreneurial approach to urban governance. Giovanardi (2012:33) declares 
that the ‘place marketing discourse which ruled the field during the 1980s and the 
1990s … can be considered the first organic effort of translating the application of 
marketing techniques to the realm of territories’. This resulted in the conceptualisation of place marketing, in which geographical entities attempted to transform their image by adopting approaches normally associated with 
corporations. Harvey’s (1989) pioneering study on the shift from a managerial to entrepreneurial approach to governance occurring in the 1980s supplied the foundations for early attempts at place marketing. McCann (2009:120) reaffirms 
that “urban geographers’ conceptualisation of contemporary city marketing is 
heavily influenced by David Harvey’s classic article, “From Managerialism to 
Entrepreneurialism”’. Chronicling the adjustment in governance that redefined the way that cities operated, the paper culminated in the emergence of several concepts including place marketing alongside the entrepreneurial city. The work on neoliberalism claimed that the purpose of cities was evolving from providing basic services and was expanding to include more enterprising activities, such as marketing, which intensified competition between cities and regions. This increased competition in a more globalised environment, and numerous geographical entities began to battle to stimulate greater economic growth.            Consequently, this intensified the need for the adoption of promotional activities to improve the reputations of places. In the UK, this coincided with deindustrialisation in the 1980s and the decline of the manufacturing industry. As these had defined many cities and regions for the past century, this incited social upheaval and meant that places searched for new functions to improve their standing. These shifts prompted the emergence of work on place marketing with notable examples including Ashworth and Voogd (1990) and Kearns and Philo (1993), which further aided the process of applying marketing practices to geographical entities. They recognised that a shift was occurring from a managerial to an entrepreneurial approach to governance and began to acknowledge an 
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increasing focus on promotional activities being adopted by UK towns and cities in the late 1980s and early 1990s. An example of a successful campaign is that of Bradford as referred to by Barke and Harrop (1994:106) as ‘the celebrated pioneer 
was Bradford. [It] has become a model for marketing the industrial town’. This was 
achieved by applying new promotional techniques focusing on the city’s connections with the Brontë family to boost tourism. A more prominent example 
of a successful place marketing initiative is Glasgow; the “Glasgow’s Miles Better” campaign then became a blueprint for revitalising cities suffering after 
deindustrialisation. Gold (1994:23) emphasises that ‘once popularly stereotyped as a city with poor housing ... labour discontent and gang violence, Glasgow tried 
hard to create a new imagery of culture and progress, typified by ... ‘Glasgow’s 
Miles Better’’. Consequently, Glasgow became a good example of a place using promotional techniques alongside more tangible changes to the built environment to transform its image and change perceptions. Moreover, this highlights that marketing techniques used at the time were suitable for places and could prove effective in trying to improve their image.            The transition from place promotion and marketing to branding occurred in the late 1990s and early 2000s. Places began to follow the lead of corporations by producing branding campaigns to improve their reputation in what had become a highly globalised and competitive environment. A corporate brand is defined by 
Knox and Bickerton (2003) in Ashworth and Kavaratzis (2007:524) as ‘the visual, 
verbal and behavioural expression of an organisation’s unique business model’. Pasquinelli (2013:1) also claims that ‘place branding consists in an adaptation of business theories and practices to places with an emphasis on corporate branding in order to establish a fair reputation and build a brand equity supporting the 
pursued development path’. This affirms the transition that materialised which encouraged places to adopt branding activities and enabled them to compete with cities and regions more globally. The arrival of place branding in academia is widely credited to a Simon Anholt (1998) article. Gertner (2011:91) reiterates that 
‘although earlier articles discuss place marketing, Simon Anholt’s 1998 article is 
considered a turning point in the field’s evolution, coining the idea of ‘nation 
brands’ and articulating the difference between ‘place marketing and ‘place 
branding’’. Place branding began to differentiate between a narrow marketing approach consisting of logos and slogans to a supposedly more comprehensive 
27 
 
notion which included activities such as public relations. In spite of focusing on the nation state, this has resulted in the arrival of much work on place branding, whether for cities, regions or nations. As such, this has marked a major shift in theory and policy from the established place marketing concept towards a more inclusive notion of place branding. However, early efforts from the literature 
tended to concentrate on the concept’s application to tourist resorts alongside a continued focus on how place branding relates to nations (Hankinson, 2001, Van Ham, 2001).            The shift from place marketing towards branding also marked a change in governance arrangements. Effectively, the concept expanded from being a minor activity solely undertaken by local authorities into a professional field managed by various public and private sector stakeholders overseen by destination marketing organisations (DMOs). Anholt (2006:2) reiterates that in relation to the nation 
state ‘in most countries, there are many other bodies, agencies, ministries, special interest groups, non-governmental organisations (NGOs) and companies all 
promoting their version of the country too’. Also, Van Ham (2008:129) suggests 
that ‘numerous professional branding consultants offer their services to states, regions, cities and IOs [international organisations] who all doubt whether they can survive the demands of a mediatised global economy without adopting new 
strategies and tactics’. This emphasises the various actors from different sectors which can be involved in controlling a place brand. Also, this shows how the emergence of place branding intensified competition and interest in the concept with a wide range of new professionals becoming involved. Subsequently, place branding has transformed from being a minor activity carried out by some local authorities to one undertaken by numerous stakeholders in various towns, cities and countries. As such, marketing geographical entities has become an important global activity with high rewards for places that develop a successful branding initiative.           Trying to coin a precise definition of place branding is one of the concept’s most debated aspects. Kavaratzis and Ashworth (2005:508) declare that 
‘unfortunately there is no single accepted definition’. Additionally, Anholt (2010a:1) considers that ‘it is difficult to see how a field of study or practice can 
mature unless some kind of consensus is reached on the definition of the field’. The 
lack of a definition is a product of the concept’s interdisciplinary nature which has 
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seen perspectives from marketing, human geography and politics, to name a few, tackling place branding and has produced manifold definitions. Thus, an unclear analytical framework has been created which has caused confusion as to how the concept should be approached. Also, the judgement of whether a brand is a concrete and tangible product has further obscured the identification of an actual place branding initiative. Zenker (2011) in particular, argues that a brand is an intangible idea based on the perceptions of internal and external audiences. While 
Kavaratzis and Kalandides (2015:1370) argue that ‘the mental associations that people form with brands are attributed crucial significance and very commonly, brands are defined as a set of associations or the sum of associations’. This viewpoint claims that a place can have a brand even if an actual branding campaign has not been created by local stakeholders and argues that this can still exist in the mind of various audiences.           A general definition would accept that place branding may be regarded as the application of branding strategies usually associated with corporations and products to different scales of place to attract increased investment and recognition. Hence, this implies that the unique characteristics and deeply rooted reputations of places can be replicated and simplified into a corporate-style branding initiative. However, a number of definitions from various disciplines are examined, to ascertain how the place branding concept has developed. First, Ashworth and Kavaratzis (2007:521), from a marketing perspective, claim that 
‘place branding is defined as the practice of applying brand strategy and other marketing techniques and disciplines to the economic, political and cultural development of cities, regions and countries’. Second, Van Ham (2010:136) from a 
constructivist, political viewpoint states that ‘place branding can be considered an effort to manage, if not necessarily wield, the social power of a geographical location by using strategies developed in the commercial sector’. Third, Zenker and 
Braun (2010:3) from a more psychological perspective define a place brand as ‘a 
network of associations in the consumers’ mind based on the visual, verbal and 
behavioural expression of a place’. The differences in these definitions illustrate the clear difficulty faced in both theory and policy alike when establishing the precise meaning of place branding. However, the uncertainty can provide flexibility and with no clear guidelines on how to brand certain types of place differently, this enables decision-makers to create a somewhat distinctive 
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marketing campaign. Consequently, it is arguable that place branding does not require a single definition and that it could be accepted as a pluralistic concept, open to interpretation. Nonetheless, attempting to transfer an unclearly defined and ambiguous concept into practice as an effective long-term strategy, which garners increased awareness, economic growth and relates to a wide variety of audiences is an ambitious task. This has been widespread throughout theory and policy, with place branding retaining a largely top-down approach to governance, which has seen place brands, generated which focus specifically on certain audiences and overlooking others entirely such as residents (Trueman et al. 2007).  The result of this has been the emergence of more grassroots, counter branding campaigns with prominent examples including Leeds and Birmingham. 
Disillusioned residents in Leeds campaigned against having the “Leeds, live it, love 
it” brand imposed upon them. In Birmingham, residents created a Facebook page which offered their thoughts on an alternative interpretation of their city (Braun et al. 2010).           Identifying place branding’s key features has also proved an onerous task. There are multiple interpretations in the literature of what should be included in a branding campaign, how broad or narrow it should be, alongside its core purposes. Likewise, deciding whether this involves the more manageable, tangible aspects of a place or the more imagined, intangible perceptions is also debated. McCann (2007:120) argues that ‘there is an intent by the actors described above to present what they see as the most attractive essence of their city to the world via an assemblage of cut-and-pasted tangible and intangible elements of its landscape, 
economy, society and culture’. Several tangible features, including the built environment, alongside intangible characteristics including visitor perceptions are important features of a branding campaign. This draws attention to the difficulties faced when developing a place brand, as it is not straightforward to improve intangible elements. At the same time, deciding the scale of the marketing activities to include as part of a place branding initiative has been contested throughout the 
literature. Kavaratzis (2009:26) declares that ‘so far, obviously the most common application of place branding focuses on the visual elements of branding such as the creation of a new logo, the incorporation of a new slogan and, at best, the 
design of advertising campaigns around those visual elements’. Similarly, Van Ham 
(2010:137) argues that ‘a place brand comprises “the totality of the thoughts, 
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feelings, associations and expectations that come to mind when a prospect or 
consumer is exposed to an entity’s name, logo, products, services, events or any 
design or symbol representing them’. This underlines the lack of clarity in the literature in deciding what exactly should be created when using branding. Reductionist place brands which consist of a logo and a slogan and fail to match the breadth demonstrated in the literature have been produced. This raises doubts whether techniques developed in the marketing profession can really be reflected by places.           Recently there has been an academic focus on how some branding initiatives are becoming more community-focused. Ind and Dokk Holm (2012:46) explain 
that ‘it is the process of brand building which is changing and becoming more open and participative’. This is beginning to show signs of evolution since the emergence of place marketing in the late 1980s. Place marketing was initially a completely top-down activity managed exclusively by local authorities. However, more recently, numerous interpretations of place branding have emerged particularly focusing on how some campaigns are now promoting greater resident involvement. This take on place branding has seen communities come to the heart of the consultation process when planning a brand and the idea has on occasions been constructed completely at a grassroots level by local residents. Braun et al. 
(2010:6) declare that ‘since word-of-mouth is usually perceived as very authentic and trustworthy, this highlights again the important role of residents in the place 
brand communication process’. Also, Hospers (2011:173) considers that ‘insights into the field of relationship marketing might guide the way for the development of 
warm marketing measures geared towards keeping existing residents and firms’. Subsequently, a shift is beginning to occur with academics recognising the importance of resident consultation when branding. The approach is starting to redefine the manner that place brands are managed by stakeholders and there is now a greater focus on word-of-mouth and community involvement when creating a brand. This provides evidence that alternative options are being adopted by stakeholders involved in implementing place branding. The emergence of more community-driven initiatives understandably shows that more authority is being delegated to local residents in the creation of some place brands. However, this could also be a product of the changing economic climate meaning that stakeholders do not have the available resources when designing a brand. 
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Although there have been some promising developments regarding place branding more recently I will now proceed to detail a fourfold critique of the concept as a point of departure for the study.    
2.2.2 Place branding: an emerging critique Although place branding has enjoyed increased popularity over the past 15 to 20 years, theory and policy have reached an impasse as several shortcomings have been uncovered. First, due to its interdisciplinary nature, the number of approaches investigating place branding have produced a plethora of definitions. 
Go and Govers (2010:xxiv) argue that ‘a serious limitation of the field remains that 
is, it lacks a traditional theory to accommodate “the context specificity of places”’. Resulting in an unclear theoretical framework and a sporadic body of literature which is insufficient in effectively analysing place brands. Kavaratzis (2009:27) 
emphasises that ‘place branding is certainly a complex issue and what seems to be 
missing is a ‘common language’ that would facilitate interaction and further 
theoretical clarification of the issues involved’. This means that there are differing opinions on how to form a coherent theoretical perspective for the interdisciplinary place branding concept. In addition, this is compounded by place 
branding being what Sayer (2010) describes as a ‘chaotic conception’, in that the wide range of backgrounds this notion has been approached from and the number of definitions coined renders the concept unsuitable to be tackled from a specific theoretical viewpoint.           Second, the main focus of the criticism is directed at the concept itself with 
Kavaratzis and Ashworth (2005:510) declaring that ‘place branding, like place marketing in general, is impossible because places are not products, governments 
are not producers and users are not consumers’. Anholt (2010b:2) declares that 
‘the idea to ‘do branding’ to a country (or to a city or region) in the same way that 
companies ‘do branding’ to their products is both vain and foolish’. In addition, more recent efforts claim that applying marketing practices and in particular branding to geographical entities creates many issues (Medway et al. 2015). This shows that place branding is being approached with increased reluctance in the academic literature. The inadequate concept stems from a pluralistic definition and 
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unclear theoretical framework with no consensus in the literature on how place branding should be understood.            The first weakness of place branding is that places are too complicated to be replicated in a corporate-style branding package. This is due to the assumption by stakeholders that the intricate place can be branded in the same manner as the usually more straightforward corporation. Kavaratzis (2009:29) claims that ‘the complexities involved in city branding are ever greater than corporate branding 
and the difficulties are more acute’. Turok (2009:26) emphasises that ‘the branding of cities is infinitely more difficult than for commercial products because of their complex and contradictory qualities’. These quotes demonstrate that the assumption that places can be branded using the same methods as corporations and products is misguided. There are a number of sources of this complexity. First, places have several audiences to communicate with compared to corporations and need to be able to satisfy residents, students, tourists and investors alike to 
develop an inclusive brand. Anholt (2010b:5) reinforces that ‘the tiniest village is infinitely more complex, more diverse and less unified than the largest 
corporation, because of the different reasons why people are there’. Similarly, 
Mueller and Schade (2012:82) emphasise that ‘due to the number of mostly independently organised internal target groups of places with often diverging goals the problems of finding, communicating and keeping the brand promise is 
accepted to be a far more complex task compared to the branding of products’. This reinforces the difficulty of projecting a brand which has to encompass many different audiences compared to a corporation, indicative of the complexity of place and the sizeable task which stakeholders face. Although large corporations can possess multiple target audiences and demonstrate a degree of complexity, this is more straightforward compared to places as corporations were created with specific target audiences in mind. In contrast, places have a deeper history which creates more embedded perceptions and they need to simultaneously relate to several audiences to a varying degree to improve their reputations. Go and Govers 
(2012:6) reaffirm that ‘some of the intrinsic characteristics of place make it difficult to control and manage place in a direct and straightforward sense as one 
might a commercial organisation’. Usually resulting in a narrow brand geared towards the requirements of one particular audience, this has failed to constitute a holistic strategy and cannot cope with the more complicated place.  
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          Second, the governance arrangements in places are more convoluted compared to corporations. This is reflected in a typical city where stakeholders including councils, destination marketers and prominent local businesses are all 
involved in place brand management. Van Ham (2008:134) reiterates that ‘place branding involves multiple stakeholders, often with competing interests; unlike product branding, place branding is seldom under the control of one central 
authority’. Furthermore, Clegg and Kornberger (2010:9) claim that ‘brands are contested because diverse groups of stakeholders in the place … struggle over conflicting interpretations. Legally speaking, commercial brands are owned by 
organisations that hold the copyright over them, but who owns a city?”. The public, private and civic sector stakeholders from various organisations involved in place brand management can often express different opinions on how the concept should be developed. Affecting the application of a place brand and the lack of agreement on how this should be utilised, this could restrict the brand from improving the profile of that specific place. Additionally, when combined with the range of audiences a place brand should communicate with, this indicates that attempts to reduce a place to a simple, corporate-style branding package are unrealistic.           The second weakness of place branding is that branding packages are incomprehensive. It has become common for place brands to focus on one aspect of a place and fail to relate to various associated audiences, becoming a highly selective entity. This has produced place brands concentrating on attracting one particular audience, such as students, and neglecting other important target audiences, usually residents. However, a place brand should be versatile and ensure that multiple target audiences are, to some extent being catered for. 
Trueman et al. (2007:21) suggest that ‘to market city brands effectively there is a 
need to take an integrated ‘warts and all’ approach since local communities, the built environment, heritage and infrastructure, form a constituent part of image 
and identity’. Similarly, Turok (2009:26) explains that:            ‘The features that appeal to incoming students differ from … delegates attending business conventions, inward investors opening new offices, or suburban residents seeking good public services and sophisticated shopping. If 
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these different and sometimes conflicting needs are papered over, the city brand 
gets diluted and loses its impact’.           Moreover, place brands do not only suffer from inadequate scope in terms of their audiences but also of their full application, with only certain elements of place branding being implemented. Ashworth and Kavartzis (2007:522) reaffirm 
that ‘all too often cities adopt only a part of the branding process, namely the development of a catchy slogan and/or the design of a new logo to be attached in 
promotional material’. This usually results in a narrow application of place brands which has seen stakeholders concentrate on a single aspect and producing a visual identity rather than a multifaceted image management strategy. In some cases, place brands have been created which only consist of a logo and a slogan and neglect other important aspects including attracting inward investment. The complexity of place also affects place branding’s durability and questions the capability of stakeholders to properly implement a concept with origins in 
marketing. Van Ham (2010:139) emphasises that ‘most policymakers still lack the mind set and the hands-on knowledge and experience to effectively construe and 
implement place branding strategies’. As such, the experience that stakeholders possess from various professions may have no relevance to place branding. Combined with overlooking key target audiences, this reinforces the lack of integration involved in place branding strategies and indicates that the activity is unsuitable for geographical entities.           The third weakness of place branding is that the brands created are homogenous and have proved to be vehicles of uniformity and convergence. First, some places have decided to develop their brand based on campaigns that have been successful elsewhere and near-identical place brands have subsequently 
emerged. Turok (2009:15) notes ‘there is also a danger that the pursuit of distinctiveness has become a recipe with similar ingredients everywhere’. Also, 
Clegg and Kornberger (2010:9) claim that ‘the problem is, however, that once an 
identity is perceived to be successful, it becomes an object for mimesis’. This reflects that rather than creating a brand which is exclusive to that particular place; stakeholders have instead developed one based on practices that may have worked in a particular place at a certain time. This results in various places adopting largely similar campaigns that have failed to create the image desired by 
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stakeholders and typically only constitutes a short-term practice. Although it is useful to follow procedures that have been successful in other places, this tends to involve the reproduction of similar logos and slogans (Kavaratzis and Kalandides, 2015). Therefore, this produces uniformity rather than distinction and makes differentiating between brands in a global marketplace difficult.            In addition to this, the brands developed have failed to capture the unique characteristics of place. However, it should be recognised that it is difficult for every city to develop a unique branding campaign, constructed in a novel and distinctive manner. Places have struggled to develop brands which succeed in reflecting local traditions and aid the creation of a distinctive identity. Anholt 
(2010c:13) underlines that ‘most consultants and even some scholars persist in a 
naïve and superficial notion of “place branding” that is nothing more than ordinary marketing and corporate identity’. Moreover, Kavaratzis and Ashworth (2005:507) 
claim that ‘public sector planners have long been prone to the adoption, overuse and then consignment to oblivion, of fashionable slogans as a result perhaps of their necessity to convince political decision-makers who place a premium on 
novelty, succinctness and simplicity’. This results in the production of brands of little relevance to a particular place based on initiatives developed by corporations. The approach commonly used does not involve any long-term planning and relies on commercial strategies which can be inappropriate for the more intricate place. Also, this can be caused by failing to consult multiple target audiences and by isolating local residents from the decision-making process. Overall, imitating place brands that have been successful elsewhere combined with 
failing to develop a brand reflecting a place’s unique characteristics and collaborating with local residents makes the concept unachievable for cities and regions.           Another weakness of place branding is the difficulty involved in measuring 
the concept’s effectiveness. There have been many attempts to evaluate place brands such as the Anholt-Gfk Roper nation brand index and the Saffron European City Brand Barometer (Zenker, 2011). However, they have proved ineffective and 
unable to cope with the concept’s ambiguity. First, this is due to the unclear definition of place branding and the lack of a precise consensus of what the notion actually entails. Van Ham (2008:133) reaffirms that ‘measuring the success of 
place branding remains difficult, as does establishing a list of best practices’. In 
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addition, Zenker (2011:40) argues that ‘place marketers differ greatly on their 
definitions of [place branding] … often rendering the techniques too simple and ineffective and the results too inaccurate and difficult to compare against other 
places’. This is a fundamental deficiency as being unable to identify a place brand makes an effective comparison unlikely and is caused by adopting only part of the 
branding campaign as outlined beforehand. For example, if a stakeholder’s interpretation of place branding is just a logo or slogan it is unclear whether this constitutes a measurable branding strategy (Ashworth and Kavaratzis, 2007). However, this is mainly caused by a lack of theoretical grounding which makes defining place branding difficult and trying to compare different branding initiatives problematic. Comparing a poorly defined concept with an unclear theoretical background has created challenges for academics and practitioners alike that have been difficult to overcome.           Second, the different scales of place adopting brands makes comparison an arduous task. A cross-section of geographical entities including villages, market towns, major cities and nations have tried to implement place brands. This is complicated further by a lack of guidelines on how to brand a nation differently from a village and also borrowing branding techniques from corporations which have caused greater confusion. Go and Govers (2012:219) argue that ‘the place branding concept refers to branding studies in the context of cities, regions and nation states. However, the properties of each differ markedly which renders definition ambiguous and comparison hard, if not impossible’. Furthermore, 
Ashworth and Kavaratzis (2007:529) state that ‘cities launch and re-launch branding campaigns but as yet no framework of comparison allowing lessons to be drawn. Each new campaign remains unique to the place that initiates it’. This demonstrates the lack of guidelines which explain how to brand different geographical entities appropriately. However, the fact that selected cities are larger and more powerful than some nation states complicates matters. This obscures and makes the identification of a place branding campaign and brand measurement a problematic task as there is no evidence within the literature of how different scales of place should be marketed properly. Also, combined with trying to differentiate place brands from corporate or product brands, this exacerbates the difficulties encountered with measurement. In addition, attempting to compare a poorly defined and ambiguous concept with an elaborate 
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framework which fails to distinguish between various scales of place makes place brand measurement a complex undertaking.           The evidence presented in this section indicates that place branding is undergoing a transition and is experiencing increased criticism in academia. The 
concept’s effectiveness and suitability for geographical entities is coming under scrutiny which highlights that applying marketing practices to places is a flawed idea. This is because places are too complicated to be branded, place brands are 
incomprehensive, fail to capture a place’s unique characteristics and are difficult to measure. It is argued in this project that these weaknesses can be addressed by corporate reputation. This concept suggests that corporations can gain increased investment and recognition through establishing trustworthy relationships and greater communication with various audiences. The research aims to apply this to the more intricate geographical entity and claims that places can improve their standing by demonstrating these principles instead of producing an artificial branding campaign. Moreover, this tries to build on some embryonic evidence from both the corporate and place branding literatures of reputation being applied to place with more useful efforts utilised including Go and Govers (2011) and Kuss (2009). This is reinforced by geographical literature which attempts to conceptualise place in order to develop a theoretical understanding grounded distinctly in human geography (Cresswell, 2004). As such, this aims to create a comprehensive strategy composed of several constituent elements including soft power, place shaping and a repositioned place branding element designed to overcome weaknesses uncovered in the original concept. Also, by attempting to contend with the more complicated nature of places, assisted by the notion of reputational capital, this will hopefully be more capable of relating to various 
audiences with the ultimate aim of improving a place’s reputation in various domains, with several audiences and in different sectors.      
2.3 Reputation This section examines the corporate idea of reputation and presents some of the characteristics involved with developing this strategy. First, it is detailed how 
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reputation has emerged as a key practice for corporations, outlining some common definitions associated with the concept (Ind and Schultz, 2010, Helm, 2011). Second, a key theme for the study, reputational capital, is discussed. This suggests that corporations can construct and form the elusive notion of reputation with various audiences to improve their standing over time (Jackson, 2004, Wreschniok and Klewes, 2009). Third, the idea of reputational risk is presented. This concept asserts that there is a need for corporations to continually monitor their reputations, in case of a negative event that may threaten levels of reputational capital (Eccles et al. 2007, Power et al. 2009). This then moves on to present some significant characteristics of corporate reputation. The first characteristic is the importance of exhibiting trustworthy relationships which can result in greater credibility being developed with stakeholders and customers alike (Eisenegger, 2009, Ind and Schultz, 2010). The second concerns the significance of demonstrating greater and different forms of communication with various audiences (Thißen, 2009, Fisher-Buttinger and Vallaster, 2011).            In the corporate literature, reputation has emerged as a popular concept as organisations seek to move away from branding activities and instead display greater trustworthy behaviour with stakeholders and customers (Ind and Schultz, 2010). Reputation management has always been important. However, this has increased in importance more recently by events including the global financial crisis and subsequent recession where the levels of trust and communication demonstrated by firms has been scrutinised. Related to this is the suggestion that branding campaigns produced by organisations are becoming ineffective having neglected honest relationships with various audiences. Fisher-Buttinger and 
Vallaster (2011:63) emphasise that ‘numerous corporate scandals, the credit crisis, the 9/11 terrorist attacks and the war in Iraq, have all contributed to a general erosion of trust and increased general scrutiny of corporate actions. Against this backdrop of distrust, sustainability values and ethical behaviour enjoy newly won 
importance’. Additionally, Ind and Schultz (2010:1) argue that brands ‘were seemingly powerful, and virtuous. Any inconvenient truths were hidden by glossy 
packaging … and big-bang marketing campaigns. Now, as organisations become ever more transparent, people can see behind the marketing façade, and are 
questioning what they are told’. The research suggests that places should follow 
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the lead of corporations and concentrate on developing a reputation management strategy rather than pursuing unsuitable branding activities.           Several definitions relating to corporate reputation have been formed. In their influential work, Fombrun and Van Riel (1997:10) define reputation as:             ‘A collective representation of a firm’s past actions and result that describes 
the firm’s ability to deliver valued outcomes to multiple stakeholders. It gauges a 
firm’s relative standing both internally with employees and externally with its stakeholders, in both its competitive and institutional environments’.  
Klewes and Wreschniok (2009:3) state that ‘reputation can best be understood as the sum of the expectations that the public places on the future behaviour of an 
agent or institution based on the public’s direct or indirect experiences’. Also, Helm 
(2011:13) claims that reputation is ‘a stakeholder’s overall evaluation of a firm in 
respect to its past, present and future handling of stakeholder relationships’. The varied definitions produced highlights the challenges faced when attempting to define a largely intangible concept. Also, trying to measure the strength of corporations on the basis of their reputations is a demanding task due to the difficulty involved in trying to create a widely-accepted definition. Operationalising such definitions is difficult, as it is hard to identify and measure intangible characteristics such as the levels of trust and the amount of communication exhibited by a corporation. However, the importance of these intangible attributes in the current economic climate are beginning to affect the strength of a corporations more tangible assets. This combined with a reduction in branding activities suggests that reputation management and measurement is growing in importance across the corporate literature. Moreover, this links in with places which, like corporations, also need to focus on managing their less tangible assets to improve their image and gain greater investment and recognition (McCann, 2009). The potential of applying this idea to geographical entities will be explored throughout the project, assisted by the notion of reputational capital and conceptually reinforced by human geography work that aims to understand place.   
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2.3.1 Reputational capital Reputational capital is an intangible asset that can be constructed and formed by organisations over time to improve their standing. An elusive notion, when gradually harnessed by organisations during a long-term period, this can be deployed to improve their overall reputation with various audiences and in 
different domains and sectors. This has a theoretical base in Pierre Bourdieu’s (1986) The Forms of Capital and is closely linked to social, cultural and symbolic capital. This idea may help to overcome some of the shortcomings associated with place branding. However, like reputation itself, reputational capital is not a straightforward idea to define. Jackson (2004:104) explains reputational capital as being:  
‘The trick is to move from establishing reputation and credibility to building 
reputational capital. Your firm’s reputational capital expands as it pursues pathways of fundamental virtue that cut across all of its constituencies (stakeholder relationships) over time. It takes time to build trust. Reputational 
capital is built and sustained over the long term’.   
Also, Wreschniok and Klewes (2009:364) added that ‘this trust builds the informal 
framework of a company. This framework provides “return in cooperation” and produces Reputational Capital, the less the costs for supervising and exercising 
control’. These quotes illustrate the differences between reputational capital and reputation per se, in that reputational capital may be a more elusive asset garnered over the long-term. This also introduces the prominence of trust as part of building reputational capital, in that developing trustworthy behaviour with various audiences occurs in tandem with an accumulation of reputational capital as a whole. However, this suggests that through accumulating reputational capital that a firm may be able to progress its reputation through utilising an established and attractive reputation rather than persuasion. In this project, this is tested in relation to geographical entities and also explored whether cities and regions can adopt these practices to improve their standing in different domains with several audiences and in various sectors.     
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2.3.2 Reputational risk Another concept is reputational risk which focuses on how corporations can monitor their intangible assets over time. This can be especially useful during a crisis situation as reputational capital can be safeguarded to ensure that a 
corporation’s overall reputation does not suffer as a result of a negative event. Nonetheless, there is a requirement that firms should continually manage their reputation rather than responding to negative events as they occur. Eccles et al 
(2007:104) introduce reputational risk as ‘in an economy where 70% to 80% of market value comes from hard-to-assess intangible assets … organisations are 
especially vulnerable to anything that damages their reputations’. Power et al. 
(2009:317) declare that ‘the further investigation and diagnosis of reputational risk as a logic of organising is one of the most pressing and important issues of our 
late modern age’. These quotes illustrate the importance of reputational risk, in 
that a place’s reputation is such an elusive and delicate construct that it needs to be continually protected to ensure that it is not destroyed over time. While initially applied to firms, this could also be applied to places and strikes similarities with Go and Govers (2011) work on the subject which relates it to geographical entities. Especially following the inception of social media whereby organisations and places both need to be cautious in relation to their output on platforms including Twitter as the way in which they engage could influence levels of reputational capital which need to be protected (Aula, 2010). Overall, although this does not feature as prominently as reputational capital as a key conceptual theme for the study, it is still important to reflect on the implications of reputational risk for geographical entities.     
2.3.3 Trust It is clear in the corporate literature that establishing trustworthy relationships with various audiences is fundamental in attempting to develop a more positive reputation. Moreover, demonstrating trust with the key audiences associated with a firm can also help to gradually build credibility over time as well. Building trust can be achieved through displaying consistent, transparent behaviour over a long-term period that can translate into an honest relationship with different audiences. By developing a trustworthy relationship with several audiences, this may increase 
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the likelihood of reputational capital with those respective groups being protected in the event of a negative or crisis situation. Eisenegger (2009:12) presents this as 
‘the more we have learned to trust an agent … the more comfortable we are likely to be relying on that agent in the long term. For, trust is based on the experience that an agent has fulfilled our expectations in the past. And trust creates 
confidence that this agent will also fulfil our expectations in the future’. Additionally, Ind and Schultz (2010:3) suggest that ‘trust has to be earned over time through the experience of promises delivered, which means less of a focus on 
telling people how great your brand is and more on building relevant content’. Another concept originally applied to firms, trust is beginning to be considered in relation to geographical entities (Heebels, 2013).    
2.3.4 Communication It is apparent throughout the literature that greater and different channels of communication should be utilised as part of a reputation management strategy. Businesses have begun to focus on providing clear, consistent messages to stakeholders and customers when trying to create a good reputation. It has become important to manage this carefully, ensuring that communicative activities are conducted appropriately since corporate actions are now under increased 
scrutiny heightened recently by the arrival of social media. Thiβen (2009:216) 
argues that ‘communication is the main vehicle for safeguarding reputation during times of crisis, but communication also poses a risk to reputation since dishonesty, inconsistency, dilatoriness or even deception will all cause great damage in the 
long run’. Similarly, Fisher-Buttinger and Vallaster (2011:60) state that ‘proactive and tailored communication therefore is the key to successful corporate 
reputation’. However, this raises questions about transparency as deciding what to broadcast to specific audiences suggests that organisations are perhaps being selective with information communicated rather than being honest.                Although it is of basic importance that communication will be demonstrated, it is imperative this is undertaken properly as poorly managed communication 
could prove detrimental to a firm’s long-term reputation. Since the inception of social media, this has become significant, particularly when using Twitter. Aula 
(2010:44) reaffirms that ‘in terms of strategic reputation management, what is 
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important is that social media content cannot be controlled in advance and that 
content cannot be managed in the same way as … conventional media such as TV 
or newspapers’. In turn, a thorough consideration of how to communicate appropriately with different audiences is required. For example, a place would not establish dialogue with students in the same way as they would with investors. This is important in the current economic climate where the actions of corporations and places are under greater surveillance. Consequently, demonstrating a professional attitude and transmitting controlled and appropriate responses to customers via communication networks is a key part of a reputation management strategy and this should be managed carefully to try and stimulate greater investment and recognition.            The evidence presented in this section of the literature review shows that corporations are beginning to minimise branding activities in favour of reputation management. It detailed the transition taking place, the definitions of reputation and the associated themes of reputational capital and risk. Also, it highlighted two important characteristics of reputation management – accumulating trust and increasing communication with various audiences. The project suggests that these two characteristics can be reflected by the more complicated geographical entity through various interventions such as being more transparent and embracing social media. Achieved by beginning to move away from marketing practices and instead focusing on developing a more comprehensive strategy, this may attract greater investment and recognition for places. The next section considers some of the more useful evidence present in the interdisciplinary place branding literature and in the corporate literature of reputation being applied to place. This provides some foundations to build which can be reinforced with the evidence explored in this section alongside human geography work that attempts to conceptualise place. Overall, this will aid the development of a reputation management framework for geographical entities in part six.      
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2.4 Placing reputation This section presents evidence taken from human geography, the interdisciplinary field of place branding and the corporate literature of reputation being applied to geographical entities. Overall, there are currently only fragmented links made between reputation and place across all three bodies of literature. This has created numerous gaps which may be filled by literatures around corporate reputation and theoretically reinforced by human geography work which conceptualises place. By combining these with the idea of reputational capital, it is hoped that the shortcomings in the place branding literature can be overcome by a more credible alternative of place reputation. This section begins by investigating efforts from a human geography perspective, followed by reviews of place branding and corporate literatures of reputation as applied to cities and regions.            From a human geography perspective, there have been attempts which although relevant; fail to provide a sufficient conceptualisation of place reputation. For instance, work produced to date which appears to focus on reputation has instead centred on agglomeration and cluster theory rather than image and perception (Glückler, 2007). Another example that discusses reputation focuses on tourist destinations rather than cities and regions and is more quantitative in nature (Alderighi and Lorenzini, 2013). Work in the corporate literature generally does not engage with the reputations of spatial entities. A paper on the sizeable task faced when trying to brand China and manage its reputation has failed to apply the corporate theory of reputation to places and therefore does not constitute a suitable example to be used here (Loo and Davies, 2006). This existing literature offers a rationale for a greater geographical understanding of the reputations of places and identifies some gaps to be explored in the interdisciplinary place branding and corporate literatures in trying to further develop this understanding.    
2.4.1 Reputation and place: the interdisciplinary place branding literature  In the place branding literature there are various examples that attempt to link reputation with cities and regions. This section chronicles the efforts to apply the corporate notion of reputation to geographical entities from an interdisciplinary place branding perspective. As such, this is explored across two separate strands. 
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First, this investigates literature which examines the reputations of geographical entities from the perspective of public diplomacy and looks at the theme of competitive identity (Anholt, 2006, 2010b, Van Ham, 2008, 2010). Second, this analyses more recent attempts which move towards more of a geographical understanding and utilise the idea of trust as a key method for places to enhance 
their reputations (Go and Govers, 2011, Heebels, 2013). Due to being a ‘chaotic 
conception’ (Sayer, 2010), this disparate body of literature, primarily focusing on place branding and has been approached from a wide variety of disciplines. Whilst place branding has usually received greater attention, there is some rudimentary, yet encouraging, evidence which has focused on the reputations of places; however, this typically remains subordinate to the established place brand. Early 
efforts tend to focus on reputation’s application to the nation state and how the idea could be used in competition between different countries. Van Ham (2001:2) 
argues that ‘having a bad reputation or none at all is a serious handicap for a state seeking to remain competitive in the international arena’. Writing from a constructivist viewpoint grounded in political science, this is the earliest example of reputation being applied to geographical entities. Moreover, this highlights how at the turn of the century, reputation management was starting to become more significant for nations in an increasingly globalised environment.            The strength of the relationship between reputation and place is increased through the lens of public diplomacy. Van Ham (2008:132) claims that ‘branding, therefore is not only about selling products, services, and ideas and gaining market 
share and attention: it is also all about managing identity, loyalty and reputation’. 
In addition, Anholt (2010b:20) declares that “brand is a word that captures the idea of reputation observed, reputation valued and reputation managed; and we 
live in a world in which reputation counts for a great deal’. Therefore, from this perspective there has been more of a shift towards understanding the reputations of places, but this still maintains close links to place branding. However, the previously subordinate reputation has started to gain momentum and appears to be growing in prominence in relation to the increasingly ineffective and more criticised place brand. This critical stance is assisted by a wider context of public diplomacy and is illustrated by various national case studies. Also, this possesses 
conceptual links with Nye’s (2004a, 2004b) idea of soft power, which claims that 
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nations can gain investment and recognition by being an attractive option rather than demonstrating military-style force.            Other more recent work continues in this vein still focuses on the application of reputation to nations, while engaging with questions of soft power, it still does so from the perspective of place branding, rather than place reputation. Van Ham 
(2010:136) asserts that ‘states used place branding to affect, even modify their reputation to similar means and processes to commercial brands’. Thus, although place branding is now being approached with greater scepticism, this illustrates that reputation has yet to be explored as a valuable alternative to the established concept. However, there is evidence that a transition is occurring which underlines the potential of conceptualising reputation in relation to geographical entities and 
furthering this understanding. Van Ham (2010:157) also explains that ‘the growing importance of place branding implies a shift in political paradigms, away from the modern world of geopolitics and force to the postmodern world of images and 
reputations’. This again resonates with Nye’s (2004a, 2004b) work on soft power 
and explains a greater shift in emphasis towards the nation state becoming a ‘soft’ and attractive proposition in favour of using ‘hard’ and forceful military power. Nonetheless, regardless of some encouraging evidence, this still does not go far enough in constituting a sufficient conceptualisation of place reputation and the concept is still secondary to place branding. Moreover, Van Ham (2010) makes an assumption that there is a clear dichotomy between countries which undertake 
‘hard’, military power and ‘soft’, coercive power, focusing on perceptions and judgements. This is misguided, as it is possible for nations to exhibit elements of 
both ‘hard’ and ‘soft’ power to improve and build a positive reputation whilst maintaining a strong military presence. Overall, despite Van Ham (2010) making an explicit reference to reputation, there is still a greater focus required from theory and policy alike when applying the concept to geographical entities. This is necessary to establish a more suitable reputation management strategy that is able to cope with the complexity of places and simultaneously generate greater investment and recognition for cities and regions.           A term closely linked to the public diplomacy strand of literature alongside 
the overall development of the concept of place reputation is entitled ‘competitive 
identity’ (Anholt, 2006). This notion suggested that cities and regions should align activities including inward investment with brand management as part of a joined-
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up initiative to gain greater investment and recognition. Anholt (2006:3) defines 
this as ‘Competitive Identity is the term I use to describe the synthesis of brand management with public diplomacy and with trade, investment, tourism and 
export promotion’. This work represented an earlier shift in the place branding literature which instead of focusing on the development of logos and slogans, 
proposes a more comprehensive alternative strategy designed to improve a place’s standing. Furthermore, the pertinence of reputation is acknowledged in this work and Anholt (2006:7) claims that:            ‘Every inhabited place on earth has a reputation, just as products and companies have brand images. The brand images of products and companies may be deliberately created through advertising and marketing, while the reputations of places tend to come about in a more complex and more random way’.  Hence, he recognises the growing significance of reputation and the difficulty 
involved with managing an elusive and intangible aspect of a place’s identity usually understood in terms of culture and attractiveness. Also, these assets are more difficult to improve, no matter how many tangible changes are made, long lasting perceptions can often outweigh any concrete developments, hence, this is why reputation is an important concept.            The second strand of literature has started to move towards more of a geographical understanding of the reputations of places. In addition, this strand of literature utilises the idea of trust, a key part of corporate reputation, which adds further weight to arguments of a greater shift towards place reputation. These, more recent attempts have become increasingly clear-cut and provide some promising evidence to build on during this research. Go and Govers (2011:xii) state 
that ‘in turbulent times, reputation is a territorial actors most precious asset’. They 
also claim that (2011:xxx) that ‘the overall brand reputation of a particular territorial actors is a function of its reputation among various stakeholders in 
specific, multiple categories’. This underlines the growing prominence of reputation when connected to geographical entities and hints that the relationship between branding and reputation may now be swinging in favour of reputation. Moreover, this builds on a prominent theme of corporate reputation, reputational 
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risk (Eccles et al. 2007, Power et al. 2009), and provides a clear link between the corporate literatures and the interdisciplinary field of place branding.                 In light of this encouraging evidence, there have been further attempts from this field that can help to enhance our understanding of place reputation. Heebels (2013) centres on how book publishers in Amsterdam can manage their reputations through the creation of trustworthy relationships with different 
stakeholders. Heebels (2013:257) recommends that ‘future research should further examine the idea of the social construction of symbolic place and how different places are employed in cultural meaning-making and build on the various 
aspects of reputation and trust and how these are created and destroyed’. This shows that the interdisciplinary place branding literature is beginning to embrace 
a robust geographical perspective. In addition, despite Heebels’ (2013) work being 
in relation to Amsterdam’s book publishing industry rather than places per se, this is linked to Massey’s (1997) influential theory outlined earlier which argues that place is a dynamic and fluid social construct and provides some foundations to be built on. In turn, this constitutes a valuable attempt at progressing an understanding of the reputations of cities and regions and illustrates that the literature may be starting to move away from place branding.           Trust, a key theme in the corporate literature has been reflected, predominantly in this strand of work which provides some embryonic evidence of reputation being applied to place from the interdisciplinary place branding literature. The asset of trust which if demonstrated over a period of time can be fundamental to accumulating greater reputational capital and developing a more positive overall reputation. Go and Govers (2011:xi) suggest that ‘to regain public confidence in the wake of the economic crisis, overcoming the trust meltdown 
requires more than vaguely worded marketing practice’. Therefore, this illustrates the value of implementing this asset in the current economic climate where confidence and trust in corporations, stakeholders and relevantly those involved in places has diminished. Also, the significance of trust is reinforced as part of a reputation management strategy, as also demonstrated by Heebels (2013), this provides further evidence of corporate reputation being applied to geographical entities.            However, there is also evidence of trust being acknowledged as an important part of achieving a better understanding of place reputation in the public 
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diplomacy strand of literature. Van Ham (2008:128) states that ‘similar to commercial brands, image and reputation are built on factors such as trust and customer satisfaction’. Also, Anholt (2010b:20) argues that ‘the importance of reputation, in fact, tends to increase as societies become larger, more diffuse and more complex: this is because most human activities depend on trust in order to 
proceed’. The influence of trust is emphasised as underpinning a reputation management strategy, which chimes with the corporate literature where this is considered to be a fundamental principle of reputation. Additionally, this strikes similarities, not only with the corporate literature but also with work from more of a geographical perspective which adds further weight to a rationale for furthering an understanding of place reputation. Nevertheless, it should be acknowledged that trust can be acquired in many different ways and due to the intricate nature of 
places this should be achieved with multiple audiences to improve a place’s standing comprehensively. Overall, this highlights that more recent evidence from the interdisciplinary place branding literature (Go and Govers, 2011, Heebels, 2013) is proving fruitful in trying to conceive the idea of place reputation. Although ideas of competitive identity (Anholt, 2006) and work tackled from more of a public diplomacy perspective (Van Ham, 2008, Anholt 2010b) have proved useful. The fact that reputation has remained subordinate to place branding indicates that there is still a requirement to advance this understanding. As such, encouraging yet somewhat embryonic evidence from the interdisciplinary place branding literature can be drawn on during the project to understand place reputation from a distinct geographical viewpoint.    
2.4.2 Reputation and place: the corporate literature This section presents examples from the corporate literature of reputation being applied to place to highlight the lack of work which adapts the concept to geographical entities. Generally, efforts from the corporate literature have solely concentrated on nations and also lack the academic grounding shown in the interdisciplinary place branding literature. The field is instead dominated by practitioners and consultants and a disparate body of literature has been produced; these will be discussed in as far as they are relevant. In a similar way to the place branding literature earlier attempts at applying reputation to 
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geographical entities have centred on its execution in relation to nations. Passow 
et al.’s (2005) work which focused on the principality of Liechtenstein proposes that a measurement system can be developed that is capable of comparing the standing of different countries. Nonetheless, in terms of place reputation, this attempt is unsatisfactory and a fundamental shortcoming regards their failure to acknowledge that places are more complicated than corporations. In essence this treats the nation state as nothing more than a large organisation. Passow et al. 
(2005:325) declare that ‘in an increasingly globalised world, not only companies need favourable reputations, nations do as well. This is because they are competing for inward investment, trade and tourism. And in these fields an intact 
reputation is critical to success’. However, due to the wide variety of stakeholders involved in place at both local and regional level, highlighted as the fundamental shortcoming of the place branding concept, cities and regions are infinitely more complicated than their corporate counterparts. Therefore, places need to simultaneously relate to a diverse range of audiences. Due to their convoluted governance arrangements, trying to implement a reputation management strategy could prove to be a formidable task. In addition, by concentrating on nations and an inability to compensate for the more complicated geographical entity, Passow et al. (2005) fail to make a suitable contribution to debates on place reputation for this project.           There have been continued efforts from the corporate literature to apply the idea of reputation to nations rather than cities or regions. This views reputation as a valuable and measurable asset which, when managed carefully, can gradually allow a country to improve its standing over time (Yalçindag and Schankin, 2009). This is applied to Turkey and they argue that to gain admission to the European Union, assembling reputational capital, underpinned by trustworthy and honest behaviour is fundamental to achieving this ambition. They claim (2009:273) that 
‘in the last 10 years, countries and regions have increasingly realised that if 
reputation matters to them, it needs to be managed’. The work asserts that reputation management has experienced a recent growth in popularity and this recommends that the concept should be taken seriously and harnessed carefully to generate greater investment and recognition. Moreover, this underlines the growing scrutiny that nations now find themselves under. Exacerbated further by the arrival of social media, the actions of particular countries are under the 
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spotlight more than ever. They also outline (2009:275) that ‘country reputation management is not about generating ideal and to some extent random images. It is also about demonstrating how the country manages to first fulfil and then shape the expectations of key stakeholder groups with respect to competence, integrity 
and attractiveness’. They indicate that reputation is about consistently meeting the expectations of different audiences to develop a trustworthy relationship that over time translates into reputational capital. Furthermore, this suggests that rather than focusing on developing a superficial branding campaign, an alternative can be found in the shape of reputation. In turn, enhancing a nation’s reputation is achievable by demonstrating consistent, honest behaviour over a long term period as part of a strategy to generate greater investment and recognition.           An emergent theme in the corporate literature is ‘community reputation’ a notion that has attempted to devolve the idea of reputation to cities and regions rather than a continued focus on the nation state. Kuss (2009:367) argues that 
‘reputation management for communities and (federal) states, clusters and cities is seen as a panacea for declining populations and a lack of investors, political crises, 
a falloff in tourism and a lack of commitment on the part of citizens’. This understanding suggests that places are typically implementing reputation management practices in response to a negative event occurring within their boundaries, akin to the idea of reputational risk (Eccles et al. 2007, Power et al. 
2009, Go and Govers, 2011). This supports Kuss’ (2009) interpretation of reputation as a delicate notion that should be protected in a time of crisis. Nonetheless, enforcing an active reputation management strategy could be beneficial for a city or region. Especially in the age of social media, there is a need to react to positive news stories, in a way that can strengthen a place’s reputation.            Additionally, there is a requirement that a geographical entity is guarded against more negative coverage to protect reputational capital both internally and 
externally. Kuss (2009:268) also declares that ‘every statement and every message 
used in reputation communication must be anchored in fact’. This indicates that to acquire a more positive reputation that a truthful account of a place must be delivered which is reinforced by solid factual evidence. Also, an enhanced reputation should be formed by honesty and accurate information rather than a superficial marketing campaign that creates expectations that cannot realistically 
be met. Kuss’ (2009) work is the most relevant example to be drawn from the 
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corporate literature and can be utilised in the development of a place reputation framework by virtue of applying this concept to cities and regions rather than nations. As such, the work of Passow et al. (2005) and Yalçindag and Schankin (2009), despite applying reputation to place, focus on nations, whilst Kuss (2009) 
devolves this idea of ‘community reputation’ to smaller geographical entities and is thus more valuable for a further conceptualisation of place reputation. In the 
present research, Kuss’ (2009) paper is utilised alongside evidence from the interdisciplinary place branding literature (Van Ham, 2010, Go and Govers, 2011) and human geography work that conceptualises place (Cresswell, 2004, Bulkeley, 
2005, Hudson, 2007). In addition, Turok (2009)’s effort at grounding place branding practices in urban and economic geography literatures could also help to further conceptualise place reputation when assisted by the idea of reputational capital (Jackson, 2004, Wreschniok and Klewes, 2009). However, the embryonic nature of the corporate literature reiterates the need to redevelop the link between reputation and place. This is currently producing an underspecified and loosely handled geographies of reputation which fails to conceptualise a framework suitable for cities and regions, instead focusing almost entirely on the nation state.           The evidence in this section presented efforts from the corporate and interdisciplinary place branding literatures of the corporate idea of reputation being applied to geographical entities. It identified the lack of literature available which applies reputation to cities and regions; although there are some encouraging attempts from both fields of literature (Go and Govers, 2011, Kuss, 2009). This is investigated further during the research and it is argued that places should follow the lead of corporations and begin to decrease branding activities in favour of managing their reputations (Ind and Schultz, 2010). Also, this attempts to transfer the notion of reputation to the more complicated geographical entity and recommends that places can improve their standing by developing a more holistic reputation management strategy in favour of branding practices. Key to this is the idea of reputational capital, an elusive asset that can be harnessed by cities and regions in various domains, with several audiences and in different sectors as a way of enhancing their reputation (Jackson, 2004, Wreschniok and Klewes, 2009). 
Links between reputational capital and Bourdieu’s (1986) Forms of Capital adds conceptual weight to fundamental human geography work which conceptualises 
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place to develop an analytical framework suitable for the study. Place reputation is assisted by numerous constituent elements including soft power (Nye, 2004a, 2004b), place shaping (Collinge and Gibney, 2010) and a reduced, more distinctive and community-oriented branding element (Turok, 2009). The constituent elements ensure that place reputation is a suitably comprehensive concept and reaffirm this as a more credible alternative to the established place brand. While asserting that we should move on from place branding, this does not suggest that we should abandon the concept altogether and it will be investigated if this functions better when reduced and repositioned as part of a more comprehensive strategy. This is documented in the fifth part of the literature review which details the constituent elements that place reputation is supported by as part of an alternative notion.      
2.5 Constituent elements This section details the constituent elements of place reputation. First, the notion of soft power is introduced. Soft power suggests that nations can improve their standing through purely being an attractive option; this project, however, attempts to transfer this to cities and regions (Nye, 2004a, 2004b). Second, the idea of place shaping is outlined. Place shaping asserts that a place’s identity can be created by local stakeholders to enhance its reputation (Collinge and Gibney, 2010). Third, a more distinctive and bottom-up branding element is presented. Repositioned as part of a wider reputation management strategy, this aims to capture the unique essence of a specific place whilst remaining grounded in the local community (Trueman et al. 2007).    
2.5.1 Soft power Soft power is a theory which originates from political science, in the sub-field of international relations and more specifically public diplomacy. It was championed by Joseph Nye (2004a, 2004b), an academic who had formerly been a high-profile figure in the US government under President Clinton. Soft power is usually applied 
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to nations and is based around the idea that a country can improve its standing by 
solely being an attractive option. Nye (2004a:256) defines this as ‘the ability to get what you want through attraction rather than coercion or payments’. Cox 
(2012:170) further describes this as ‘a nation’s ability to accomplish its goals 
through attraction to its policies and culture, rather than coercion’. Soft power can be considered as an intangible way of generating increased economic growth for a particular place. This underlines the value of a place managing the more immeasurable aspects of its reputation such as culture and attractiveness. Fan 
(2008:5) reinforces that soft power ‘is relative, intangible, and context based. Due 
to its diversified sources, soft power is difficult to measure and control’. Furthermore, regardless of the number of concrete changes a place makes to its more tangible assets such as the built environment, a city can still be renowned for outdated perceptions. There are various important characteristics linked with soft 
power. Nye (2008:95) lists ‘the ability to establish preferences … associated with intangible assets such as an attractive personality, culture, political values and 
institutions and policies that are seen as legitimate or having moral authority’. Therefore, it is clear that soft power is an elusive notion which is difficult to manage. However, this still needs to be monitored as being an attractive proposition and recognising less measurable outputs such as cultural assets can often outweigh more concrete developments such as improving the built environment.            Soft power can be considered as the opposite to hard power where nations use coercive military force to achieve their goals. Nye (2004b:256) defines hard 
power as ‘the ability to coerce grows out of a country’s military and economic 
might’. However, to view soft and hard power as binary as Van Ham (2010) does is misguided. He interprets the two concepts as being dichotomous; however it is entirely possible for a nation to exhibit elements of both soft and hard power to improve their standing. For example, it is not unusual for countries to try and improve their more intangible assets such as managing public relations whilst maintaining a strong military presence. The gap between these two concepts is 
played down by Nye (2008:107) who argues that ‘power in a global age, more than ever, will include a soft dimension of attraction as well as the hard dimensions of 
coercion and inducement’. In the current global climate it is clear that soft and hard power are being combined for nations to achieve their objectives and wield 
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greater influence. An example being China who have accumulated vast soft power yet still maintain a strong military presence. Accordingly, it is feasible for a country to improve their image and concentrate on appearing attractive whilst undertaking more forceful operations designed to show a display of military strength. An example of how hard power can impact the more intangible and soft elements of a 
nation is America’s involvement in the Iraq war in 2003. The attractiveness of the United States to other nations fell significantly following the controversial invasion of Iraq by using harder military-style force (Nye, 2004a).            The research seeks to transfer this notion to smaller geographical entities and claims that cities and regions should concentrate on improving their more intangible assets and try to become an attractive proposition to boost their standing. This is applicable to cities and regions as it has become increasingly important for geographical entities to manage their intangible characteristics to improve their reputation. As such, building on fragmented work from the public diplomacy strand of the place branding literature including Van Ham (2008) and Anholt (2010a) this tries to devolve this concept to the local and regional level. Therefore, it is hoped that soft power can be reflected by cities and regions as a useful tool to try and stimulate greater economic growth.   
2.5.2 Place shaping Place shaping is an underdeveloped concept linked to place leadership and formed in the field of local and regional development from more of a business studies 
perspective. Collinge and Gibney (2010:476) define this as the understanding ‘that places can be created and changed – made and shaped – in a deliberate manner 
according to purposes that are consciously espoused by local agencies’. Place shaping aims to devolve decision-making to local authorities and suggests that an identity can be created, unique to that particular place, designed locally rather than through regional or national government. Moreover, this argues that economic growth can be achieved which is sympathetic to certain local characteristics rather than taking a one-size-fits-all approach to economic development. The idea is a 
result of Lyon’s (2007) report into local government which recommends that decision-makers should be given greater freedom and appointed the role of “place 
shapers” who are trusted to stimulate growth based around the strengths of that 
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city or region. Collinge and Gibney (2010:475) stated that the report ‘emphasised 
the role of local authorities as ‘place-shapers’ with responsibility for developing not only the local economy and the built environment, but also for moulding the 
locality as a whole’. Lyon’s (2007) report is of great importance as this illustrates the responsibility that should be given to local stakeholders to shape the purpose of their place based on distinctive qualities.            There have also been attempts to link this concept with place branding. 
Mabey and Freeman (2010:519) state that ‘a deeper and more considered awareness of the historical, political and ideological context of a given place shaping project may assist a more sustained and successful leadership and 
branding of place in the long run’. This demonstrates the potential for place shaping to work in tandem with place branding as a constituent element of a wider reputation management strategy. The two are complimentary because they both possess similar goals in trying to create a unique identity for that particular place based on its strengths to attract greater investment and recognition. For place shaping this is achieved by delegating authority to local stakeholders to design a distinctive identity to improve their reputation. In contrast, a revamped place brand would reflect the unique features of that particular place and display greater community involvement to improve its image. It is apparent that both concepts can be used in combination to create an original identity for a particular place. This is accomplished by providing local stakeholders with greater responsibility alongside developing a distinctive marketing campaign that is grounded in the local community.   
2.5.3 Bottom-up and distinctive place branding  A place branding element can be retained and repositioned as part of a wider reputation management strategy. A revamped place brand may express the unique characteristics of a specific place alongside remaining grounded in the local community as part of a bottom-up initiative. This follows Van Ham (2008:132) 
who argues that ‘place branding stands in a long tradition of reputation 
management’. The proposed research also recommends that the significance of place branding should be decreased and absorbed into a more holistic reputation management strategy. First, this seeks to capture the unique qualities of a city or 
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region to develop a distinctive marketing campaign. Van Ham (2001:3) argues that 
‘to stand out in the crowd, assertive branding is essential’. Similarly, Ashworth and 
Kavaratzis (2007:525) declare that ‘cities are neither products nor corporations in the traditional meaning of the terms and therefore, a distinct form of branding is 
needed’. As a result, a more diluted branding element may help to better capture the unique essence of that particular place assisting its promotion in a confident and more assured manner to improve its reputation. This can relate to multiple audiences and when adopted by institutions based in that place, this ensures that a consistent message is projected. However, it may be acknowledged that not every place can be unique and it is difficult to develop an original branding campaign 
exclusive to that selected locality. Turok’s (2009:15) argument that ‘there is also a danger that the pursuit of distinctiveness becomes a recipe with similar 
ingredients everywhere’ links in with this understanding. It is suggested that in trying to appear distinctive, places are following the same practices that have been successful elsewhere and are generating homogeneity rather than distinction. As such, a distinctive place brand may benefit from an accurate representation of that place which translates into a feasible, long-term initiative relating to various audiences.            Second, a reduced place branding element can also be grounded in the local community. More recently, branding practices have started to promote greater 
resident engagement. Braun et al. (2010:1) outline that ‘one major issue is the role of residents in the formation and communication of place brands and their 
involvement in the place branding process’. This demonstrates that academia is beginning to recognise that greater engagement with local residents is occurring in the conception of branding activities. Furthermore, this illustrates that place branding is starting to change from the completely top-down 1980s notion of place marketing managed solely by local authorities. Place branding is now becoming more grounded in the local community, seeing residents come to the centre of the consultation process when campaigns are designed. Hence, a reduced place branding element can therefore be retained as part of the more comprehensive idea of place reputation. A new branding initiative attempts to capture the unique essence of that place while simultaneously promoting greater community involvement. This also addresses the deficiencies discovered in the original 
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approach to place branding and should be more capable of coping with the complexity of place supported by a broader reputation management strategy.  
 
 
 
 
2.6 Place reputation framework Place reputation aims to provide a credible alternative to the established place brand. The proposed concept represents a more holistic, long-term initiative with place branding repositioned as one of several constituent elements. Primarily, it is hoped that place reputation is more capable of coping with the complex place. It is also anticipated that the concept can overcome the restrictive nature of branding campaigns, constituting a more distinctive strategy that can be measured in terms of its effectiveness. The framework is presented in three sections. The first section tries to develop a definition of place reputation. This begins with an analysis of literature which explains why reputation management is vital during the current economic climate (Kuss, 2009). Following this is an attempt to coin a precise definition for the concept (Anholt 2010b, Go and Govers, 2011). The second section outlines how place reputation could be more capable of coping with the intricate place. This starts by identifying work from the interdisciplinary place branding and corporate literatures that could aid the development of a place reputation framework (Kuss, 2009, Heebels, 2013). It will then be argued that human geography work which conceptualises place can help the alternative notion better contend with the complicated geographical entity (Massey, 1997, Cresswell 2004). The third section presents the importance of trust as part of the concept and moves on to justify how place reputation could become a more useful strategy than place branding (Eisenegger, 2009, Heebels, 2013).  
 
 
2.6.1 Defining place reputation The research suggests that places should follow the lead of corporations and begin to focus on reputation management rather than continuing to pursue branding practices. In addition, it is proposed that a more holistic and long-term initiative 
